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They threw two curves at us 


on this job! 


'Se ube: 


WATER BROOM 


Looks like Mrs. Damar’s new “Water Broom” is 
well on its way to sweeping the market. 

And this shipper-display designed and produced by 
Gair makes a fine travelling companion. The con- 
tainer does a twofold job: (1) It protects the prod- 
uct in transit, and (2) it stands up and sells the 
“Water Broom” in the store. 

Nota simple job to design, by the way. That double 
curve makes the Broom easy to use, but wrapping 
six of those awkward shapes in a contamer was a 
king-size headache. Our designers found the answer, 
however, in this compact, durable corrugated con- 
tainer. Flaps fold back and are locked in position by 
the separate display card, quickly turning the con- 
tainer into a commanding floor display. 

Dealers like this display because it’s light, easy to 
handle and gets a lot of work out of little floor space. 
Colorful, top-quality printing on the clay-coated sur- 
face adds extra impact, draws shoppers’ eyes. 

If your product has to go places and meet people, 
let Gair experts try their hand at improving the con- 
tainer it wears — might as well get the most for your 
money, like Mrs. Damar. Call your nearest Gair 
office. 


YOU'RE LIVING NEXT DOOR TO THE EXPERT 
GAIR CONTAINER PLANTS: Atlanta, Ga. © Cambridge, Mass. © Cleveland, Ohio © Holyoke, Mass. @ Jackson, Miss. © Los Angeles, Cal. © Martinsville, 
Va. © New Orleans, La. © No. Tonawanda, N.Y. © Philadelphia, Pa. © Plymouth, Mich. © Portland, Conn. © Richmond, Va. © Syracuse, N.Y. © Teterboro, N.J. 


SHIPPING CONTAINERS © FOLDING CARTONS 


PAPERBOARD * KRAFT BAGS AND WRAPPINGS 


ROBERT GAIR COMPANY, INC. * 155 EAST 44TH STREET * NEW YORK 17, N.Y. $C.5.16 
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Next Month in AB... 


Trends in 


Advertising 


Typography 


AR presents the first in a series of quarterly reports 

on trends in advertising typography. For the past several 
months, noted typographer A. Raymond Hopper has been 
analyzing display faces used in national magazine ads. 

In the December AR, Mr. Hopper will present the first in a 
series of reports designed to keep admen abreast 

of the constantly changing pattern of advertising typography. 


OTHER SPECIAL FEATURES... 


e HOW TO DISTRIBUTE FILMS @ 24-SHEET POSTERS e HARD COVER BINDING 


. .. AR reports on various methods . +. an expert presents some sugges- 
used by admen to get their business tions to help advertisers improve 
films before the public. their outdoor advertising. 


... the first in a series of AR articles 
discussing various binding methods 
used by admen. 


e MERCHANDISING TV SHOWS e MONEY. STAMPS & BONDS 


. . - how to get the most from your .. . the chief of the U. S. Secret Serv- 
syndicated tv show through intelli- ice outlines what can and can’t be 
gent merchandising and promotion. reproduced. 
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THE MIDWEST’S OUTSTANDING 
ADVERTISING PRODUCTION, 
PROMOTION AND MERCHANDISING 

MARKET PLACE 


Toe Tnd NATIONAL 


BETTER eadvertising 
aCe industries 


ae aiicy EXPOSITION 
merrrrmm (JANUARY 29 rueu FEBRUARY 1, 135s 
ecb : MORRISON HOTEL 


ORE Chicago, Illinois 
FILMS, RADIO SHOW HOURS: 11:00 A. M. ‘Till 9:00 P. M. 
yy i) D ) a Sunday Through Wednesday 


The NAIE is a moving panorama enveloping more than thirty dif- 1 
A) 0) e F 0 a ferent Advertising Production, Promotion and Merchandising In- 


dustries. It is a market place as well as an educational exposi- 
a 1") a 4 Y if o | N G tion. You can see actual demonstrations; preview, test and evalu- 
ate new ideas, services, equipment, materials and techniques used 


in many different phases of advertising production, promotion and 
merchandising .. . all in one trip and under one roof! 


PM AW BAMA, Wite For FREE ADMISSION TICKETS Today! 


YOUR | 


DORE ERD Seruice - Eguipment-Material- Techniques 
7a: seinen _— 


e@ ART-LAYOUT e OFFSET PLATES © ENVELOPES @ VISUAL AIDS 


PHOTOGRAPHY @ DIRECT MAIL FILMS—SLIDES @ SALES AIDS 

@ PHOTO COPYING e MAILING LISTS @ T.V. PRODUCTION . sales CONTESTS 

@ DUPLICATING @ ADDRESSING @ PACKAGING © SPECIALTIES 

@ PRINTING @ FOLDING @ LABELING @ PREMIUM GOODS 

ad @ LITMOGRAPHY e BINDING @ DISPLAYS —AND MANY OTHERS! 
@ TYPOGRAPHY e PAPER, INKS oP. Oo. P. 

B @ ENGRAVING © SIGNS 


WRITE PHONE ATTENDED 


LAST SHOW! 


NATIONAL ADVERTISING INDUSTRIES EXPOSITION 
MAIC). Cea COHORT trai MANY MORE 
3302 DODGE ST. — OMAHA. NEBR. — PHONE: WEBSTER 2503 EXPECTED AT 


MARCUS W. HINSON. Associate Director THIS SHOW 
CHICAGO OFFICE: 19 SO. LASALLE ST. — PHONE: STATE 2-6337 
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The printers and publishers of these and many other 


MR. PRINTER, MR. PUBLISHER: 
leading magazines have found that Oxford Papers 


What do you © consistently meet their exacting requirements. Find 


out how Oxford Papers can serve your needs. See 


look for when you u your nearby Oxford Merchant or write direct. 
select paper? eS TWO VALUABLE AIDS: (1) The OXFORD PAPER SE- 


7 LECTOR CHART Zo help you select the right grade of paper 
wz = for each job. (2) The OXFORD PAPER COST CALCULATOR #0 
] PRINTABILITY [y PRESS PERFORMANCE ©) quickly give you the exact cost per 1000 sheets of common 

/ » weights and sizes of printing pages. Ask your nearby Oxford 


7 ECONOMY PPEARA be 4 Merchant or write us direct. 
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PANY, 230 Park Avenue, New York 17, N. Y. 
OXFORD MIAMI PAPER COMPANY, 35 East Wacker Drive, Chicago 1, Il. 
MILLS AT RUMFORD, MAINE, AND WEST CARROLLTON, OHIO 
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JUST BETWEEN US 


More About Private Printing Plants 


The number of comments I have received following publication of the 
article in the October issue, "Private Printing Plant for Sale," indicated 


great interest in the general subject of company-owned versus commercial 
production facilities. 


Interestingly enough, Foote, Cone & Belding, Chicago advertising 
agency, provided additional material for discussion when it announced that 


it was dispensing with its typographic, electrotyping and engraving shops, 


which were sold to commercial companies specializing in those respective 


fields. 


agency, predecessor of FC&B. 


The facilities had been inherited from the old Lord & Thomas 


In the agency business the trend for a long time has been away from 


operating company-owned equipment. 


This has been a gradual development, 


Since the beginnings of agency service in the nineteenth century found 
leading companies producing much of their advertising materials, and even 


distributing type, 
space. 


ink and other supplies to publishers in exchange for 
But this was long before modern advertising emerged. 


Today's specialization in agency service puts a premium on creative 
ability and merchandising skills, and the ownership and supervision of 


agency production facilities merely add to management problems. 


In addition, 


the obvious limitations involved may handicap art directors and production 


executives. 


their own typographic shops, 


the general rule. 


While one or two large and successful agencies still have 
this is indeed the rare exception rather than 


The economics of the private printing plant versus commercial 
sources will be the subject of several articles in early issues of Adver- 


tising Requirements. 


and publishers, as well as to their suppliers. 


November, 1955 
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Craftint offers you 


the most complete 


Shading Medium Catalog 


in the world! 


CUT production costs! 
MEET deadlines efficiently! 


ADD sales impact to layouts 


and finished art! 


THE CRAFTINT MANUFACTURING CO. 
CRAF-TONE SHADING SHEETS... the no glare, self-adhering all-pur- 
pose, efficient, economical overlay shading medium . . . 294 patterns! NEW YORK CLEVELAND CHICAGO 
CRAF-TYPE. .. the versatile, improved paste-up type that speeds com- 
position and really cuts typography costs! 279 Fonts, faces and sizes. 


CRAFT-COLOR ... 19 brilliant, nonfading Translucent colors on self- 
adhering clear plastic sheets! 


SINGLETONE DRAWING PAPER... a chemically treated drawing paper 
with a single hidden tone for straight shading effects! 59 Patterns! 


BLACK AND WHITE TOP SHEET SHADING FILMS.. .Transparent over- 
lay film for shading effect in line copy! 59 black also white screens 
with removable dots and patterns! Ideal for newspaper and photo en- 
graving shops. 


MULTI-COLOR PROCESS. .. reduces 4 color printing costs. The only 
reliable, inexpensive method to make plates for color printing! 


CRAFTINT DOUBLETONE DRAWING PAPER AND TRACING VELLUM... 
17 original two screen patterns that you develop. Two separate “in- 
visible” shading tones processed into the paper to get third dimen- 
sional effects. 


CRAFTINT MANUFACTURING COMPANY 
1615 COLLAMER AVE. CLEVELAND 10, OHIO 


Yes, send me the world’s most 
complete Shading Medium Catalog 


Name 
Company 
Address 


Be etatcccananenamae State 


So Oe Oe OS SD DS SO Oe DD a 
leeewnneeeeeee eee eee"" 
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BOOK 


Dick Hodgs on 


The recent New England floods fol- 
lowing Hurricane Diane stirred up a 
flurry of timely promotion activity— 
much of which should have long- 
range benefits. Typical: 


e Factory Management & Mainte- 
nanee, after a four-day around-the- 
clock stint by the editorial staff, pro- 
duced a 32-page booklet, “What to 
Do After the Flood,” giving sugges- 
tions on how to get plants and equip- 
ment back into service. It was rushed 
off to 1,500 flood area subscribers and 
200 civil defense and disaster organ- 
izations, manufacturer associations 
and all senators and governors of 
the area hit by the floods. 

The 6x9” offset booklet was repro- 
duced from typewritten copy and 
rushed by first class mail in enve- 
lopes stamped, “Urgent: Bulletin on 
Flood Clean-Up.” The post office was 
alerted to give the mailing special 
treatment. 

An introduction to the booklet ex- 
plained: “As the size of the disaster 
in six flooded northeastern states be- 
came known, Factory editors drew 
on their own experiences as plant 
operating men or journalists (or 
both). Each scanned past issues of 
Factory for clues and guides, lifted 
everything that could be useful to 
plant men. Two editors flew to Kan- 
sas City, Kan., dug deep into the real 
operating know-how of the plant 
men and emergency crews who re- 
stored life to that city’s industry 
after the ruinous flood four years 
ago, telephoned their findings back 
to headquarters in New York for 
inclusion in the final report.” 

Of particular help was a six-page 
“Flood Damage Check List” covering 
buildings and grounds; plant serv- 


ices; electrical services; production 
machinery; materials handling 
equipment; production tools, equip- 
ment and supplies, and production 
materials. 


e P. Lorillard Co., as the result of 
a happy coincidence, was on-the- 
spot to distribute free packs of Old 
Gold Filter Kings cigarets to flood 
victims and rescue workers. In five 
days, 70,000 packs of cigarets were 
distributed in the shattered Nauga- 
tuck Valley area of Connecticut and 
additional thousands of packs in the 
Stroudsburg, Pa., district. 

With stores’ and jobbers’ stocks 
flooded beyond salvage, in many 
areas the Old Golds were the only 
cigarets to be had. By coincidence, 
some 40,000 packs of Old Golds had 
been shipped to Waterbury, Conn., 
just before the flood hit on Friday 
night, August 19—in anticipation of 
the start of a “sampling operation” 
in that area on the following Mon- 
day. 

Old Gold representatives received 
special passes and were inoculated 
against typhoid so they could go into 
zones ruled out-of-bounds to all but 
relief workers. 

Actually, Old Gold, too, was a 
victim of the flood—20,000 of the 40,- 
000 packs at Waterbury had been 
ruined by flood waters. But a hurry 
call to New York brought 50,000 
packs to Waterbury by truck. 


e One of the most effective of the 
promotions, however, was a simple 
letter sent to customers in flooded 
areas by Frederic B. Stevens Inc., 
Detroit. The fact that it was written 
with simple sincerity and lacked any 


. - continued on page 8 
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Display typefaces in this issue Page 39 
Heavy Italic; 44—Bodoni Bold & Bold Italic 


¢ 


Extended G&G Spartan Black Italic; 57—Dom Casual G&G Spartan Heavy; € 
Italic; 69—-20th Century Ultrabold G Spartan Black 


Extended G Spartan Bjack Italic; 90—Rondo 
Extrabold G&G Spartan Heavy Italic; 109 


Spartan Black Italic 


20th Century Extrabold G Discus Script G Spartan 


Tempo Bold Condensed G Venus Extrabold 


Lydian Bold G Bold 
Italic; 79—-Dom Casual; 85—Venus Extrabold 


Bold G&G Studio G&G Spartan Heavy Italic; 95—Tempo 
Heavy G&G Spartan Heavy Italic; 99—Stymie Extrabold G Cairo Medium Italic; 103 


20th Century 


Bernhard Modern Bold Italic G Spartan Heavy Italic; 11 
20th Century Extrabold Italic G Bernhard Modern Bold G&G Spartan Heavy Italic; 121 


Steel Bold & 
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‘It’s the Nearest 
Thing to Printing 
've Seen.....! 


TWIN CYLINDER STENCIL DUPLICATOR 


This amazing new duplicator is designed like 
a modern printing press. Twin-cylinder im- 
pression system. . . paste ink in tubes. . . auto- 
matic controls . . . and other scientific press 
features, combine to make stencil duplicating 
attractively print-like in quality. The Gestetner 
will do a substantial part of the work now 
going to outside services . . . type-matter, line 
drawings . . . and even halftones ! Clean, swift, 
silent—yet if costs no more! 


Mail the coupon for actual 
specimens and literature 


GESTETNER DUPLICATOR CORP. Dept. 96 
50 McLean Avenue, Yonkers 5, New York 


Please send complete descriptive literature and 
actual specimens of Gestetner duplicating 

Name 

Address 

II scciiccencctemmiciee atin nicndannmiiaaaiiained 
Cs ; iC mcs 
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Counter Displays 


+ 
NEW YORK *¢ CHICAGO * ORLANDO #¢ SAN ANTONIO « HARLINGEN e PORTLAND e« SEA 








Ou 
on the table! 


Tempt their appetites and open their 



















purses! 


Schmidt specializes in taste-tempting 


full color reproductions of foods. 


Call on Schmidt's creative staff— 
our complete photographic studio— 
and our expert lithographers. Then 
watch your products appear on more 


tables. 





LITHOGRAPHY THAT SELLS 


Point-of-Purchase Materials - Posters - Labels » Cartons - Shipping 

Cases - Calendars - Recipe Booklets - Catalogs - Corrugated Floor 

Stands - Seed Packets - Gift Boxes - Brochures - Direct Mail Materials 
1d Pads - Outserts 


ONOLULU e FRESNO e SACRAMENTO e OAKLAND ¢ LOS ANGELES ¢ SAN FRANCISCO 


a. 
*% AD AGENCY 
PRODUCTION MEN! 
% PRINTING BUYERS! 


* PRINTING BROKERS! 


IF YOU BUY LABELS, WRAPPERS,” 
BOOKLETS, FOLDERS, CATALOGS, 
ENVELOPE ENCLOSURES IN TWO 
OR FOUR COLORS... 

with specifications suitable for 
SHEET FED ROTARY LETTERPRESS 


OUR LOSS IS YOUR GAIN! 


Sudden shift in market conditions en- 
tirely beyond our control has left us 
with open press time on two fine 
pieces of equipment... 


28 x 42 TWO COLOR COTTRELL 
47 x 70 FOUR COLOR COTTRELL 


We are an A-+Al, 70-year-old Mid- 
west printer with fine reputation for 
top-quality letterpress and offset color 
printing; now serving some of Mid- 
west’s BIG users of color printing. 
This plant is CENTRALLY LO- 
CATED but well outside ALL metro- 
politan areas 


You'll get bedrock prices and intelli- 
gent COMPLETE SERVICE. 
WE CAN PROVE IT! 


have 14-man art staff; completely air con 

ditioned process color platemaking dept.; 
modera pamphlet bindery with imprintung 
and drop shipping services.) 
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BOX No. 17 200 E. ill. St., Chicago 11, III. 
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SEND FOR THIS 


Free Book 


< 
It's crammed full of new selling “gimmicks” 


la st ie fae eee Molen) 


HOLLYWOOD 
Pe aes 


116 East 32nd Street, New York 16, N. Y 
Telephone: ORegon 9-4790 
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WHAT TO DO 
AFTER THE FLOOD 


eSTIONS ON HOW TO CLEAN UP STORM DAMAGE AND 


GET PLANT AND EQUIPMENT BACK INTO SERVICE 
{nUSHEISEREAEISEESEENIDesananeensemeaeatoae aeeeasonemee 


Quick Information . . . Factory sent this 
32-page booklet to flood-damaged plants 
within four days. 


tone of capitalizing on the disaster 
was its top merit. It read: 

“This is an open letter to all Stev- 
ens customers in the six states af- 
fected by the floods following Hurri- 
cane Diane. We sincerely hope your 
plant was not among the consider- 
able number reported damaged in the 
flood’s wake. 

“However, if any damage did oc- 
cur, please be assured that we of the 
Stevens Organization will do every- 
thing and anything we can to aid you 
in returning to normal production. 

“Top priority will be extended to 
your area for the scheduling of Stev- 
ens service men, replacement parts 
and other supplies or services by 
both the metal finishing and foundry 
sales divisions of this company .. .” 

Local Stevens representatives 
phoned in names of towns that had 
been hit in their territories and let- 
ters were sent to all customers in 
those cities. Luckily, the Stevens 
mailing list is set up by city and state 
and thus was readily available for 
getting the letters off promptly to the 
right companies. 


> Confession . . . We were mighty 
happy to receive a press release from 
General Mills the other day. It ex- 
plained the new Wheaties packages 
(see cut). We spent at least 15 min- 
utes in a supermarket the week be- 
fore trying to figure out just what 
the colorful designs were supposed to 
represent. In black and white, the 
faces on the packages were obvious, 


but there on the shelves, with all of 
those vivid colors glaring at us, we 
never did come to the conclusion 
that they represented anything more 
than a shopper-stopper. 

The release, however, assured us 
that “lengthy tests and checks were 
made prior to introduction.” Guess 
we would have flunked the test. 


>One of the most important devel- 
opments affecting admen in the past 
couple of years has been the rapid 
progress in vacuum forming. You’ll 
find Ted Sanchagrin’s report on 
what’s happening in this field on page 
85. But even as our eastern editor 
was busy preparing this report on 
vacuum forming’s use of packaging 
and displays, another new develop- 
ment in this field was stopping 
crowds at the DMAA convention 
in Chicago. 

In this booth at the DMAA show, 
enterprising agency man Bill Watt 
of Radnor, Pa.—in cooperation with 
Abbott Plastic Machine Corp., Chi- 
cago—was demonstrating how vac- 
uum forming can be used for direct 
mail. Using an Abbott laboratory 
model machine, Bill Watt showed 
how almost any small or medium- 
size product can be securely attached 
to a card by skin-packaging—vacuum 
forming a very thin clear plastic film 
directly over the product and sealing 
it on a printed cardboard back. 

Bill Watt is probably the first 
agency man to go into the vacuum 
forming business. He has purchased 
one of Abbott’s machines for use in 
developing special package designs, 
displays and, of course, direct mail 
pieces for various clients. 

Bill showed us some of the unique 
things which can be done with skin 
packaging. For example, he took an 
open pocket knife, with the blade 
pointing upward and securely at- 
tached it to a printed card. The plas- 
tic was drawn tightly around the 
knife and the sharp blade failed to 
puncture the film. He then took the 
pen and pencil from our pocket and 
in a couple of minutes had them 
firmly attached to a card ready to go 
into the mails. 

“No longer any need to prepare 
expensive full-color art for a mail- 
ing piece,” he pointed out. “Just take 
the product itself and position it any 
place you want and skin packaging 
will hold it there for everyone to 
see. You don’t even need an enve- 
lope!” 

One of the big advantages of this 
treatment is that the clear plastic 
sheet adds a finishing touch to the 
product—like varnishing printed ma- 
terial. 

Some of the uses for this tech- 
nique: 


e Premium deals ... the premium 





Here’s why — 


ATLANTI 


of all genuinely 


watermarked bonds 


Ist BECAUSE... Atlantic Bond with 
the genuine watermark is the only paper 
with weight shown in watermark! 


Ist BECAUSE... Atlantic Bond is made better! 
It looks so much whiter, brighter. It snaps 
and crackles...feels so good to the touch! 


Ist BECAUSE... Atlantic Bond, “The Printers’ 
Paper,” assures you better impressions...sharper, 
clearer halftones...a constant affinity for ink! 

Ist BECAUSE... Atlantic Bond is 

moisture controlled for dimensional stability — 
which assures accurate register on every run! 

Find out for yourself why Atlantic Bond 

is America’s best selling #1 Sulphite! Ask your 
Atlantic Merchant for a free sample packet. 


EASTERN 


EXCELLENCE IN FINE PAPERS 


Atlantic Papers 


eat Me eee ee 
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Here’s how to double their use! 


The TSi-Duolite allows you to increase the field of use for 
your 16mm films because in the Duolite you get two methods of 
projection in one unit . . . and for the price of one unit. Now 
you can show films in rooms and locations where it formerly 
wasn’t convenient or practical. What's more, in most cases 
the operation of the Duolite is easier and quicker and you 
get a more effective presentation. 


Desk Top Showing On Built-In Screen 


The Duolite permits you to show black and white or color movies 
on a large built-in screen without darkening the room. Films 
can be shown right on your desk top, in the plant, in hotel 
rooms and in conference rooms without setting up any extra 
equipment such as a screen, speaker, etc. This makes it ideal 
for in-plant training sessions, engineering departments, sales 
departments, advertising departments or wherever films are used. 


Two Projectors In One! 


Just flip a lever, insert another lens and the same projector 
can be used with large audiences for showing films on any 
standard external type screen. Both lenses are furnished with 
the projector. Changing them is simple. Pull . . . and the lens 
is out. Push . . . and the other lens is in. 


The Duolite is a top quality projector throughout. Sturdy 
construction stands hard knocks without damaging the unit. 
Service is hardly ever required. When it is, no special tools 
are needed. 


Check now on this most complete projector . . . available only 
from Technical Service, Inc. You'll find it to be the ideal 
projector for all of your uses and it’s priced right too. 


TM) TECHNICAL 
+) SERVICE 
INC. 


30865 FIVE MILE ROAD °* DEPT. K. * LIVONIA, MICH. 
West Coast Office: 4357 Melrose Ave. * Hollywood 29, Calif. * Phone Normandie 5-6621 
Canadian Distr.: S. W. Caldwell, Ltd. « 447 Jarvis St. * Toronto 5, Ont. 
Foreign Distr.: Westrex Corp. (formerly Western Electric Export) « 111 Eighth Ave., N.Y. 11, N.Y. 
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can be firmly attached to the product 
and even the most crafty storekeeper 
can’t remove it for separate sale. 

e Carded items . . . small items can 
be quickly and effectively carded for 
ease of handling in stores—prevent- 
ing much pilferage. 

e Point-of-purchase displays... Ac- 
tual products can be permanently 
attached to displays economically 
and in the proper position, with the 
plastic film giving them added lustre. 
e Product-clinging boxtops . . . Bill 
Watt is working on a special boxtop 
for a candy company, which will 
present the actual contents to pros- 
pective customers. In this case, each 
individual piece of candy will be 
surrounded by a clear plastic “bub- 
ble,” which will not only protect the 
contents, but let the customer see 
just what he is getting. 

e Loose parts ... No longer do loose 
parts have to be “lost” in a package 
in an envelope or cloth sack. They 
can be attached directly to the prod- 
uct, package or instruction card, per- 
mitting each to be given proper iden- 
tification. 

There is almost no end to such a 
list. Working with his vacuum form- 
ing machine has become almost a 
hobby with Bill Watt and nearly 
every week he turns up a new appli- 
cation. If you’d like to contact him to 
help firm up your own application 
ideas, you can write W. H. Watt Ad- 
vertising Agency, Radnor, Pa. 


> Progress note . . . The Post Office 
Department reports that it is install- 
ing ballpoint pens in 75 additional 
post offices over the nation. Squarely 
facing up to the problem, the de- 
partment reported, “This is the sec- 
ond phase of an experiment designed 
to give the public relief from the 
often-scratchy steel nib, wooden 
holder pens used for generations.” 

44 


PERSONNEL MEN LOVE. . — 


. .. Ivy League background . . . agency 
traffic . .. copy, all media . . . promotion 
. . . Strong on production .. . AGE 23!” 





-329™ BATTALION 


eco and how 
things 
have changed! 


You need no more than a mirror 

to realize that things change in 10 years 
—and that’s not meant to be a reflection 
on anyone... What is important is what 
happened during the decade! 


In 1945—when INTERNATIONAL started 
as a gravure service house specializing in 
preparing color positives for advertising 
agencies, and SUPERTONE was organized as 
a subsidiary to render service in monotone 
gravure—we were imbued with the spirit 
and will to build up and maintain an 
unmatched reputation. 


After 10 years, all in our well-knit and 
experienced organization still feel the: 
same way. It’s the only way we can work— 
the only way we know to keep production 
smooth and satisfaction high among clients. 


Our way must be the reason for the 
progress INTERNATIONAL has made in the 
past 10 years for, we’re happy to say, 
we’re doing okay. And you will, too, when 
you—as more and more PM’s have—let us 
prove it pays to count on INTERNATIONAL 
for reliable rotogravure preparation. 


ROTOGRAVURE ENGRAVERS 
SPECIALIZING IN COLOR 


39 West 60th St. 
NEW YORK 23, N.Y. 
Phone: Circle 5-8750 


LOS ANGELES Sales Office: 122 Glendale Blvd., Phone: MAdison 6-4601 


‘ 


480 Lexington Ave. 


SUPERTONE, INC. \«w york 17. N° 


Phone: Plaza 3-9468 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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you can 
PROFIT 


from the 
creative 
advice 
offered by 
your silk 


screen 
printer! 


How? Simply because your local 
screen process printer is a man expe- 
rienced in the right way . . . the sell- 
ing way of visualizing your products 
and services. 


His creative approach to the problem 
includes color recommendations, sug- 
gestions on stock, and usually the 
pointing out of an advantageous size 
in which to prepare your promotional 
piece. 


His free help can result in faster pro- 
duction, extreme brilliance of colors, 
and cost savings during the actual 
silk screen printing run. 


You're under no obligation when you 
consult your local screen process 
printer for his creative ideas . . . and 
you are bound to benefit from his 
wise selection of the new bold and 
exciting silk screen inks which are 
almost pure color! 


NAZ-DAR has a world wide reputation 
for producing the finest quality Screen 
Process inks. Request them in your next 
paper, cardboard, metal or plastic dis- 
play job. 


We will be glad to send you two NAZ-DAR 
color cards showing the 36 brilliant colors in 
our 5500 Fast-Dry Silk Screen Ink line. Keep 
one at your desk and give the other to your 
screen process printer. You'll have a handy 
reference card for color choice in ordering silk 
screen printing as well as an accurate guide 
for layout colors. 


Since 1922 Everything Needed For Screen Printing 


NAZ-DAR 


461 N. Milwaukee Avenue 
CHICAGO 10, ILLINOIS 
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READERS WRITE 


A Look at Magnesium 


e I extend my congratulations to 
you for publishing the excellent ar- 
ticle, “A New Look at Magnesium,” 
in the September issue of AR. This 
is the most complete review of the 
subject I have seen. 

We request your permission to re- 
print the article in its entirety, with 
some remarks of our own at the end. 
Our comment would reflect some of 
our own thinking gathered through 
eight years experience with conven- 
tional etching techniques, and a year 
of Dow or rapid etching. 

We are very close to this subject, 
and would like to see that your re- 
portage receives widespread atten- 
tion in this town. We feel that AR 
has evaluated a controversial sub- 
ject fairly in the light of facts. 

CHARLES WILHELM 
President, Lincoln Photo En- 
graving Co., Philadelphia 


e The article entitled “A New Look 
at Magnesium,” which begins on 
page 93 of the September 1955 issue 
of AR, is the best yet and rates our 
enthusiastic congratulations to you 
and your staff. 

We would like to reprint this arti- 
cle in a forthcoming issue of The 
Photoengravers Bulletin. 

FRANK J. SCHREIBER 
Editor, Photoengravers Bulletin, 
Chicago 


Help for Western Germany 


e I am writing to you as a member 
of a standing committee of lecturers 
and students of the faculty of eco- 
nomics at the University of Cologne 
doing mass communications research 
(radio and television). As you know, 
academic communities in this coun- 
try have had very little opportunity 
to make themselves familiar with the 
use of such modern facilities. The 
management of the technical ap- 
paratus and the philosophy behind 
such management has more or less 
been a state monopoly; the result 
seems to have been even worse than 
the most intricate system of com- 
mercial monopolies would cause. 
Now, however, the interest in com- 
mercial radio and television seems 
to be increased so far as it concerns 
some financiers and business men 
in Western Germany. Doing my 
graduate work in these questions, 
especially the commercial side of 


television (advertising), I got ac- 
quainted with your journal while 
doing some research in the UNESCO 
in Paris. Some people there told me 
that, very probably, you would have 
the means to lend me some help in 
getting documentations and mate- 
rials concerning my thesis. 

As it is almost impossible for me 
to find those documentations in Ger- 
many, I would be very thankful if 
you could see some way to give me 
kindly your aid. Any information you 
could let me have on the subject 
mentioned would be deeply appre- 
ciated. Especially, I am interested in 
your experiences in the advertising 
results of television plays. 


Wo LFrcANG IRLE 
Siegen in Westfalen, Tannen- 
bergstraBe 2, Germany 


Campaign Form 


e We are conducting a survey of the 
results of advertising in various cam- 
paigns and are looking for a form 
which is used by advertising agencies 
giving the statistics on any campaign 
—description, purpose, goal, cost, re- 
sults and other details. 


Davin SAFRAN 
The Safran Printing Co., Detroit 


TV, Radio Publicity 


e We just received our Sept. 1955 
AR with “How to Handle Newsreel, 
Radio and TV Relations.” 

On page 10 of the same issue, W. 
H. Rohr Jr. of W. H. Rohr Jr., Ad- 
vertising, Indianapolis, asks a ques- 
tion that I can answer for you... 
partly because I just happen to know 
the answer ... and partly because 
after your October issue, Ill be an 
authority on such matters. 

Most of the television stations have 
arrived at an unofficial standardiza- 
tion for tv commercial film specifica- 
tions. Two examples, the 20-second 
film spot, the sound must not be more 
than 18 seconds or 10 feet, 32 frames 
in 16mm film at sound speed (24 
frames per second). The picture 
proper should be 20 seconds or 12 
feet in 16mm film shot and projected 
at 24 frames per second. 

e Leader ...each commercial should 
begin with 8-seconds or about 5 feet 
of 16mm silent academy leader. 

e Picture .. . the first frame of the 
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Now offers extra impact for any advertising requirement ! 


Because of new techniques, lithography now pro- 
vides an additional method of printing on dazzling 


Kaiser aluminum foil to give you greater advertising 
potential. 


To help you take full advantage of these dramatic 
new techniques, we have prepared an interesting 
presentation showing how foil can be effectively 
put to work for you—in brochures, catalogs, direct 
mail and point-of-sale. 


Contact us immediately for complete information 


Lithographed in U.S.A. 


and the cooperation of our experts. Call or write: 
Consumer Service Department, Kaiser Aluminum 
& Chemical Sales, Inc., 919 North Michigan Avenue, 
Chicago 11, Illinois. 


Kaiser Aluminum 


Setting the pace . . . in growth, quality and service 





Look what’s behind that handsome Kaiser foil! 


BERKELEY van STREET 


With Lamination to Every Type of 
Paper Stock—An extremely wide 
range of laminates are immediately 
available, or we will develop com- 
binations to meet your specific re- 
quirements. 


With Color and Coating for Every Purpose—Highly 
decorative display material, stock for special color 
printing runs, highly heat- or acid-resistant packaging 
materials, heat-sealing laminates, are just a few exam- 
ples of the versatility of foil application. 


With Experimental Research in Foil Development —If 
your needs are unique and cannot be met from our 
wide range of existing materials, we will work with you 
on experimental development of new material. 


With Foil Application Information—Our work in many 
diversified markets allows us to be of valuable assist- 


ance to you as a “clearing house” for foil application 
and developmental ideas. 


LET US HELP YOU with your foil lamination, coloring, 


coating or developmental problems. Your call or letter 
will get immediate attention. 





20-second picture should be spliced 
to the last frame of the leader and 
be silent for 12 frames or % second. 
e Sound .. . the sound should begin 


Tat HEA DO 


} 1 
ond i __.}5 second 2 
| sea i SOUND 180r58 SEC rs Sec catomy Wale 
CE 


| —oecrone ACTION 20.6 60 SECONDS | 

Hold fromes for station splice 
(as above) 36 frames or 1% seconds 
after the picture begins and continue 
for 10 feet and 32 frames or exactly 
18 seconds. 
e Picture... the picture should con- 
tinue silent for 36 frames or 1% 
seconds. 
e End ... at this point, most pro- 
ducers provide about one second or 
one foot of hold frame, and some 
just fade the last scene to provide 
stock on which the station can splice 
their identification, next commercial 
or leader. 

The one-minute, 16mm, spot should 
not run more than 36 feet of picture 
or one-minute at 24 frames per sec- 
ond after the eight-second academy 
leader. The sound track should be 
34 feet, 32 frames or 58 seconds and 
should be matched exactly the same 
as the 20-second example above. 
(4% second silent at the beginning, 
1% seconds silent at the end.) 

Wiui1am G. Cox 
Public Relations, Northrop Air- 
craft Inc., Hawthorne, Cal. 


Direct Mail Ideas 


e We're interested in ideas, promo- 
tions, gimmicks, and syndicated 
services suitable for direct mail ad- 
vertising only. 


USE 


direct 


image 


STIPLATES! 


When minutes count in putting out an offset 
sales letter, bulletin, or simple advertising 
piece, let Direct Image Plastiplates do the job. 


A minute or two after they’re out of the 
typewriter they’re ready for the press. 

Crisp, clear copies and long runs save time 
and money. And you can write or draw 

lines directly on the patented plastic surface. 


S. SuSSER 


Susser Letter Service, New unnecessary delays — Plastiplates are especially 
York, N. Y. 5, 


With Plastiplates, errors won’t cause 


designed for quick, non-detectable corrections. 
Steel Tape Lines 


e Could you put me in touch with 
a manufacturer of steel tape lines? I 
have a client who needs 800-900 only, 
but others could be interested. Type: 
7-10’, flat bottom on case, preferably 
one with measured bottom, i.e., when 
tape is pulled out to say 34”, bottom 
measurement of case, usually 2”, | 
measures 36” in all. Plastic case if | FREE PLASTIPLATES! Write for 
possible. Price—not more than $1.00 your free samples of Remington 
each FOB U. S. shipping point, price 
to include lettering of firm name. 

I would also like to receive litera- 
ture on automatic recoil tape lines; 
steel, with glass bevel on top of case, 
which automatically registers length a 
in inches and fractions without re- Remington. Ftand. 
course to looking at tape markings. DIVISION OF SPERRY RAND CORPORATION 

Ordinarily, I get these steel tape 
lines from Germany but prefer a 
U.S. source if comparable values are 
possible. 

E. A. MircHELL 
Toronto 12, Ont., Canada 





Rand Direct Image Plastiplates 
to: Remington Rand, Room 
2187, 315 Fourth Avenue, New 
York 10, N.Y. 
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There’s No Mistaking 
“WHERE TO BUY IT” 


YOUR 
BRAND 


AUTHORIZED 
DEALER 


when dealers are identified with 


A\MERICAN 
DECAL 


WINDOW & DOOR SIGNS 


oglers 
space on your si 
spac 


\\board = 
is free for a 


ctive 


Valuable © n attracl 


doors and window 


durable decol 


sian. 


A\ merican fDecalcomania flo 
4344 W. Fifth Ave., Dept.D, Chicago 24, Ill 


Mfg. plents. Cleveland, New York, Windsor Ont.. Chicago 
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laroRnaTiny 
WANTED 


The following letters are typical of 
many received by AR. In all cases 
we try to supply as much helpful 
information as possible. However, 
we are regularly publishing some of 
the letters in this column with the 
thought that perhaps some of our 
readers would like to assist us in 
providing desired details. AR will 
gladly forward any letters in answer 
to such requests. . . . Ed. 


Supplier Wanted 


e You undoubtedly get some odd re- 
quests—and I’m about to add to your 
list of odd ones. 

We have been asked to make up 
fifty dummy bacon packages, over- 
wrapped with printed cellophane. 
Our supply of paper printed to re- 
semble bacon strips is exhausted, and 
we are unable to locate the name of 
the company from which such paper 
was purchased. 

If you could furnish us with the 
name of a supplier for this item, we 
would be most grateful. 

Nancy Harpy 
Sales Promotion, Continental 
Can Co. Inc., Mount Vernon, O. 


Syndicated Material 


e Recently we have begun to pub- 
lish house organs for several of our 
clients. We would like to know of 
any sources for syndicated material— 
articles of general editorial interest— 
that we can use in these publications. 

LEONARD S. KANZER 

Rosenfield Advertising Co., Bos- 

ton, Mass. 


Stereoptical Slides 


e A number of our agents who also 
represent certain life insurance com- 
panies have been supplied with 
stereoptical machines by these life 
companies. We have recently re- 
ceived inquiries as to whether we 
can supply slides which would ad- 
vertise property insurance. 

We are wondering if you can put 
us in touch with an organization 
which might be familiar with these 
machines and the slides they use. 

D. M. WItTMEYER 

Secretary, Research and Devel- 
opment Div., Security Insurance 
Co. of New Haven 


Poster Stamps 


e Thank you very much for the very 
enlightening article on poster stamps 
which appeared on page 91 of your 
August 1955 issue of AR. However, 
we saw no mention of any sources 
of such poster stamps. Would you 
kindly list for us the names of com- 
panies who are in this business? 
We would be most happy to corre- 
spond with them and plan such a 
campaign for our publication, The 
Christian Parent and My Chum. 

Epcar Fritz 

Christian Education Co., High- 

land, Ill. 


Religious Catalog 


e We are, this fall, going to send out 
a Catholic religious goods catalog 
directly to lay people. 

We have been wondering if you 
could tell us what is considered the 
correct time to send this catalog out. 
Approximately 25,000 copies will be 
shipped to 30 some states. 

If you cannot give us this informa- 
tion, please refer us to someone who 
can. 

D. J. STEMPER 
The T. H. Stemper Co. Inc., Mil- 
waukee 


Road Maps Wanted 


e You've been most helpful to me 
in solving some of our procurement 
problems in the past so I’m coming to 
you with another one. 

One of our clients, a world-wide 
organization, is interested in securing 
city, state or national road maps with 
the local agent’s names imprinted. 

I would say that these quantities 
for each agent might range from 100 
to 10,000. However, since they oper- 
ate in all principal cities here and 
abroad this might amount to a quan- 
tity. 

The yellow pages of our telephone 
directory list only retail map shops. 
Any information you can give us 
will be greatly appreciated. 

EuGENE R. Rison 
Gene Rison & Assoc., St. Louis, 
Mo. 


Man Wants Blotters 


e We're trying to locate sources of 
various styles and types of blotters 
available to the trade. 

Can you help us get on the right 
track? 

Many thanks for all the helpful in- 
formation we find every month in 
AR. 

Ep RAINEY 
Imperial Advertising, Los An- 
geles 





GREAT PAPERS FROM 


Oak is just one of the woods that New York 
and Penn farms for its harvest of fine papers. 
And because New York and Penn produces 
80% of its own pulp you can be sure that 
their natural resource larder is never empty. 
Tomorrow’s paper crop is already growing 
in scientifically-managed New York and Penn 
woodlands and on the lands of nearby inde- 
pendent tree farmers. 

Small-mill flexibility combined with big- 
mill efficiency and savings are all part of 
New York and Penn’s scientific management 
that extends all the way from seedling to fin- 
ished paper. This attention to detail at every 
step of the way is reflected, too, in New York 


This woodyard covers 
41 acres at New York 
and Penn’s mill in Lock 
Haven, Pa., within easy 
reach of the nation’s 
largest printing markets. 


LITTLE ACORNS GROW 


and Penn’s ability to satisfy (with savings) 
not only the needs of some of the nation’s 
leading magazines, paper merchants and 
printers, but the equally special and exact 
needs of smaller users, too. 

Magazine papers? Book papers? Offset 

yes, all these and others benefit 
Y. and Penn’s 65 years of paper- 
experience. You, too, can profit— 
materially—from this experience. If you have 
a special paper or cost problem, it will pay 
you to get the whole N. Y. and Penn story— 
today. Ask your merchant. Or phone MUrray 
Hill 6-6090. New York & Pennsylvania Co., 
230 Park Ave., New York 17. 


from N. 
making 


New York and Penn 
Kile Ct Faoer Vlei acti ceed 


Super © English Finish © Eggshell © English Finish Litho © Offset © Music © Bond © Tablet © Duplicator * Mimeograph © Drawing © Imitation Press Board © and other specialty grades 
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LIQUID TRANSPARENT 
WATER COLORS 


—for coloring ’stats, 
photographs and 
transparencies 


Prepared ready for use with brush or air- 
brush, in a range of twelve clear trans- 
parent fluid colors, intermixable, of 
exceptional strength and brilliancy. Smooth 
flowing and non-corrosive. For illustrators, 
designers, commercial artists and lay- 
out men. 


In 4 oz. bottles 
Color Card on request. 


Opaque — Brilliant... 


DESIGNERS’ MAT 
WATER COLORS 


Fine Artist Quality Opaque Designers’ 
Colors for illustrating and all commer- 
cial art. For brush or airbrush. Selected 
palette of 45 colors—in %-oz. glass 
jars. 

Procurable at Artist Supply Stores. 


Write for color card and catalog to 


Manufacturing Artists’ Colormen since 1853 
OIL © WATER @ TEMPERA © PASTEL 
Main office and factory 
1220 Buttonwood St. 
PHILADELPHIA 23, PENNA. 
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How 


I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Demonstration Brush Kit 
“Sells” Busy Dentists 


We managed to get dentists to keep 
our product on hand in their offices 
through our new “Pro ’59 Demon- 
stration Trio.” 

To do this, we departed from the 
usual procedure of inviting dentists 
to write for a complimentary tooth- 
brush, and instead offered the Trio 
by letter and return postcard method. 

The trio, consisting of the Pro “59” 
soft multiple bristle toothbrush, reg- 
ular, medium and child size—all per- 
manently banded together by a sol- 
dered metal ring—offers a quick and 
handy showing to the patient. 

The white combination storage box 
and mailing container also contained 
a letter thanking the dentist for his 
interest and a pad of 50 prescription 
blanks. 

So handsomely did the Trio catch 
on that Pro-phy-lactic Brush Co. 
was deluged with requests from den- 
tists for the Trio. 


Dona.tp B. HARTER 

Director, Professional Depart- 
ment, Pro-phy-lactic Brush Co., 
Florence, Mass. 


Cuts Costs on Covers 
Of Hand-Out Calendars 


Ordinary Christmas wrapping pa- 
per has proved very effective in giv- 
ing our holiday give-away calendars 
that “Season’s Greetings” appearance 
at a minimum cost. 

Stapled to the outer leaves, the 
wrapping paper keeps the calendar 
clean and does away with the cost 
of printing Christmas messages on a 
special cover. 


GEORGE WERN 
Advertising Manager, Superior 
Dairy Inc., Canton, Ohio 


Small Plywood “Dollies” 
Solve Mail Problem 


Our problem of heavyweight boxes 
of mailing literature versus a light- 
weight mailing room girl meant I 
had to be called every time a box 
had to be moved. This took valuable 
time and often interrupted important 
work—not to mention the fact that I 
am naturally lazy. 


As a result, I made several small 
“dollies” to move these boxes around. 
58” plywood, 12x15”, with hard-rub- 
ber coasters on each corner did the 
trick. They’ll hold over 200 pounds 
and can be moved easily with that 
weight on them. Now I have time 
to write letters like this without 
being interrupted. 


JacK MEALER 
Advertising Manager, Tractor- 
Equipment Distributors, Inc., Los 
Angeles, Cal. 


Foreign Stamps 
Interest Prospects 


Our sales messages on a new prod- 
uct, which we expected to be diffi- 
cult to sell, required more than the 
usual special interest build-up. So 
we enclosed the sales messages in 
personal letters. These we packaged 
and sent to a friend in Italy, together 
with the envelopes. 

He chose beautiful stamps for the 
letters and mailed them to about 
1,000 prospects for us. Naturally, the 
recipients had their curiosity aroused 
by the letters from Italy. The result 
was the best we ever had—60%-65% 
—proving beyond all doubt that cu- 
riosity is always a supplementary 
element of interest. 


Luc. S. CANON 
Brussels, Belgium 
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northwest 


pedigreed papers 


always make good printing better... 


the northwest paper company 


SALES OFFICES 
CHICAGO 6, 20 N. Wacker Drive 
MINNEAPOLIS 2, Foshay Tower 


sT. Louis 3, Shell Building 


printing papers 
Mountie Offset 


Mountie Text 

Northwest Velopaque Text 
Northwest Velopaque Cover 
Northwest Index Bristol 
Northwest Post Card 
Mountie E. FE Book 
Mountie Eggshell Book 
Non-Fading Poster 
Northwest Bond 
Northwest Ledger 
Northwest Mimeo Bond 
Northwest Duplicator 
Carlton Bond 

Carlton Mimeograph 
Carlton Ledger 

Carlton Duplicator 


North Star Writing 


envelope papers 


Mountie 
Northwest 
Nortex White 
Nortex Buff 
Nortex Gray 
Nortex Ivory 


Carlton 


converting papers 
Papeteries 

Drawing 

Adding Machine 

Register 

Lining 

Gumming 

Raw Stock 

Cup Paper 

Tablet 





Contest Sends Traffic 
To Exhibitors’ Booths 


We needed a special attraction to 
induce visitors at our Second Annual 
Student Market Clinic to visit our 
exhibitors’ booths set up in the dis- 
play room adjoining our main meet- 
ing room. 

The problem was solved with a 
contest which we advertised on a 
large poster placed in the main meet- 
ing room directing the guests to get 
their entry blanks in the display 
room. These and the prizes (Reming- 
ton Electric Shavers) were placed on 
a table in the center of the exhibit 
area. 

Since two-thirds of the guests en- 
tered the contest, we know at least 
that many visitors visited the dis- 
play room. 

Jack I. Moss 
Promotion Manager, Student 
Marketing Institute, New York 


An Easy Way To Stop 
Type Master Smears 


Readers who still use glossy paper 
in preparing type masters for offset 
printing may find our solution to the 
“smearing” problem helpful. 

Since this type of paper is espe- 
cially susceptible to smearing, we 
have found pounce powder or even 
common talcum applied with cotton 
on the finished master after typing 
will safeguard the copy from smear- 
ing. 

A word of caution, however—if 
this pounce or talcum powder is used 
on the paper before typing, the pa- 
per will not accept the typed char- 
acters uniformly. 

WALTER HANSON 
Sales Expansioneer, Tested 
Products Co., Lakewood, O. 


Infra-Red Lamp Prevents 
Mimeograph Offsetting 


Finding mimeograph slip-sheeting 
to get clean, non-smeared reproduc- 
tions a most bothersome task, I now 
dry the ink quickly by using an in- 
fra-red lamp, 250 watts. It is set in 
a photographic floodlight lamp shade 
and suspended over the paper re- 
ceiver tray. 

As the mimeographed sheets slide 
into the tray, the heat from the lamp 
dries the ink immediately, prevent- 
ing offsetting and smearing. The use 
of the photo-flood shade eliminates 
glare and directs the heat to the de- 
sired location. 

Nancy S. BENNETT 
Secretary, Mack-Wharton Ad- 
vertising, Los Angeles 


COPY ANYTHING 
ZASIEST WAY EVERI 


REVOLUTIONARY NEW PHOTOCOPY MACHINE 
INSTANTLY COPIES ANYTHING WRITTEN, 
PRINTED, TYPED, DRAWN OR 


THE BRAND NEW 


DIAL-A-MATIC 
APECOAAUTO-STAT 


Obsoletes all other copying advancements 


Now an entirely new concept in office photo- 
copying. Turn the dial . . . get the clearest, fast- 
est, most convenient copy of anything. It’s the 
new all electric Apeco Dial-A-Matic Auto-Stat 
with revolutionary finger tip dial control . . . the 
results of years of Apeco experience and con- 
tinuous research. The original can be any color 
on opaque or transparent paper—printed on one 
or both sides. It copies any original up to 15” 
wide any length. The Dial-A-Matic is years ahead 
in design too . . . light weight for easy portability 
... compact to fit on the corner of any desk and 
is outstandingly styled in an eye-catching con- 
trast of polished and satin finish stainless steel. 
It offers hundreds of money and time saving uses 
in every business at a price well within the 
budget of even the smallest firm. 


No Developing No Fixing 
No Washing No Drying 
No Trays No Dark Room 


MAIL TODAY! 


American Photocopy Equipment Co. 
1925 W. Peterson Ave., Chicago 26, Ill. 


Rush me without obligation your free book on new 
Apeco Dial-A-Matic Auto-Stat copying. I under- 
stand this is a factual report that will show me how 
I can increase the efficiency of my business. 


Name____ 
Fiem___ 


Address 


ae i 


In Canada: Apeco of Canada, Ltd., 
134 Park Lawn Rd.. Toronto, Ont. 
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AMERICAN PHOTOCOPY EQUIPMENT COMPANY 
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if takes more than 
all types 


They say it takes all types to make a world yet all the 
types in the world won't make a top quality typog- 
rapher. This requires a combination of talents and 
a sincere desire to do outstanding work. In every 
job you entrust to Service Typographers you'll 
find these qualities to your complete satisfaction. 
Prove it by calling us for your next typesetting. 


Body copy set in 10 point Grotesque 215 


SERVICE typographers, inc. 


“WHERE TYPESETTI*NEG 2 #7744 2 282 
723 8. WELLS 8T., CHICAGO 7, ILLINOIS + HArrison 7-8560 
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Signs by 


GOA 


draw interest, too! 


More than passing interest is the 
pay-off on the above bank sign 
.. another from the shops of GOA. 

Added impact, identification, 
repetition and remembrance 
comes at night with brilliant neon 
setting the sales scene. 

Ready to sign up for sales? See 
GOA! The vast experience of the 
entire GOA organization is at 
your service. 


PHONE 


your local office or 
write today to GOA, 
515 S. Loomis Street, 
Chicago 7, Illinois 


General Outd 


. for more details circle 187, page 127 


22 * ar *« November 1955 








raat Ae Rand 


> 
el ame arz7 Le aM 
€ 


Low-Cost Wall Chart 
Shows Monthly Sales 


We had the problem of getting a 
low-cost visual means of recording 
the monthly progress of our Pitts- 
burgh branch salesmen. A wall chart 
was the logical answer, but it had to 
be easy to operate and moderate in 
size, even though it would record 
the performance of over 60 individ- 
ual men. 

A 42x45” piece of Masonite wall 
board with two panels of pegboard 
on each side to serve as the graph 
served the purpose well. Golf tees 
were used to indicate the percentage 
of quota for each man, with a slid- 
ing ribbon to show the total branch 
percentage of quota. 

The entire cost of the chart was 
under $60 and includes everything 
from lettering to the completed chart. 

JAMEs L. NICHOLS 
Remington Rand, Pittsburgh, Pa. 


Suggestion From Printer 
Solves Deadline Problem 


Every spring and fall we send a 
newspaper mat service booklet to 
about 6,000 dealers and salesmen and 
our problem is meeting the deadline! 

The printer who handled mailing 
of the books after they had been in- 
serted in sticker addressed envelopes 
made a suggestion one day that cut 
production time in his shop by one 
full day. This time had formerly been 
used to zone the mail in his shop for 
cities and rural towns scattered over 
the U. S. 

Now we have empty envelopes ad- 
dressed and zoned ahead of time, 
leaving the books ready to go just 
as fast as they can be inserted. 

Result? For the first time on rec- 
ord we met a deadline last July 1. 

ELIZABETH BuRTON 

Advertising Department, Rob- 
erts, Johnson & Rand, St. Louis, 
Mo. 





New Ad Technique 
Sells More Houses 


The problem facing one of our cus- 
tomers was how to compete on a 
small budget with larger builders 
and developers in the same area who 
were promoting their houses through 
large newspaper space, billboards 
and extensive radio coverage. 

We decided on a concentrated two- 
week drive before the customer’s 
grand opening, using a different 
technique in the use of the newspa- 
per advertising. Rather than full 
page ads in the real estate section, 
we used six 43 page ads (three each 
of two different ads) on the first 
weekend and three 14 pages the sec- 
ond weekend. These were inserted 
in various sections of the paper— 
society, main events, sports, finan- 
cial and pages facing other real 
estate—to insure reader “traffic” and 
capitalize on every reader’s interests. 

Saturation radio spots, adjacent to 
news and weather reports, sustained 
interest during the week between the 
two week-end newspaper campaigns. 

The builder sold 52 houses the 
first day the model homes were sold, 
165 in 10 days. In addition, 100 ad- 
ditional buyers asked to be put on 
a waiting list. 

Ep LusH 
E. J. Lush, Inc., New Haven, 


Conn. ; 


tionally "Preeland "sieve 
yy a oe i. 


' 
7,000,000 sportsmen 
see Freeland boat ad4 12 Ft. Custom 
vertising each month in in Galvonized Steel $89.50 
Sports Afield, Field and Handles 1 to 10 H.P. Motors 
Stream, Outdoor Life, . 
tenting end Pubing) HERE'S WHY FREELAND IS PREFERRED 


Electronic seam welding; y_ rolls; styro- 
joorsman, Popular, foam safety ficats; removable flooring: and 
Mechanics, Populor other advantages. Owners get carefree boat- 
Sclence Mo., Me, ing for yeors at lowest upkeep. 

Chents IMustrated. $48.00. Gvaranteed by reputable manufacturer. 
‘ 


peers 1340s) 
WR fordetils SONS CO. Sturgis, Mich. 


Double-Duty Ad Serves 
Trade and Consumer Uses 


A low-budget client wanted maxi- 
mum space with a minimum mech- 
anical production investment, and 
coverage in both trade and consumer 
publications. 

We made one basic ad plate, 20 
picas wide and 15 picas deep, to serve 
both purposes, although it was de- 
signed for the trade publications. 
For consumer publications, we cut 
off the portion which contained a 
message to the trade—the left 6 picas, 
indicated by the dotted line. Thus 
the ad automatically became a sin- 
gle-column ad ready for consumer 
advertising. 

CLeTus JUNK 
Chamberlin- Junk Advertising 
Inc., Fort Wayne, Ind. 





Use These Sales Portfolios to 
SELL YOUR 


DAS es 
GRAPHICALLY 


gh 190m. s 
af dining, 18 


Horizontal 
style 
T-Tae lay -[e| 
ttle l at 


Cloth hinged 
Vertical 


SAC Meal: | 
ToD iat ES 


rearrangement 


To make your sales point more 

dramatic, to add power to your 

presentation . . . nothing surpasses one of these 

specially created sales portfolios. They enable you 

to catch and hold your prospect's attention by selling your ideas 
graphically. They let you present your material in an orderly, 
planned manner, yet with an option for quick rearrangement. 


Available in a wide variety of styles, shapes, colors, and bindings, 
we're sure there is a Service portfolio to fit your particular needs. 
Call or write us today. 


Finishers of Advertising Displays for 
ADVERTISERS + LITHOGRAPHERS + PRINTERS 


SERVICE BINDERY, Inc. 
and subsidiary 
MOUNTING & FINISHING CO. 
2241 South Wabash Avenue 
Chicago 16, Illinois 
CAlumet 5-3224 
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Perfect Register with 


X-marx register tape 


A time saver with the added assurance of accuracy 
X-marX are printed identically on the highest quality 
self-adhering cellophane tape. Easy to handle, easy 
to register— one over the other and easy to dispense 
Available in Black on clear tape for art work and pos 
itives, clear marks on. red transparent, and X-marX 
with drill hole for color comics. A staple now in 
hundreds of photo and art studios, ad agencies 
engraving and offset shops 


Ask your art supply dealer or write direct for Free 
sample and literature 


bienfang paper co., ine. 
Metuchen, New Jerse y 
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Buca) lo 
WC Tet RUE 
make friends 
Tate 
influence 
aT ee 


says Robert 

Sydney Dickens, 
Dickens Inc., packa 

design studio 


Finest professional quality photo-compasition 
hand lettering and display type. 


“Where speed, quality or volume is re- 


quired for displa 


type or lettering as a 


guide in ommedntve co and for 


finished art . . 
answer right in our own of 


. we ~— ave the right 
ice — Filmotype!”’ 


Apply these proved dependable Filmotype 
features to your operation: 


Almost instantly, razor-sharp, jet black 
copy ready for paste-up. 


The alphabet you want for any occasion! 
Filmotype’s enormous selection includes 
over lI, styles and sizes of popular 
hand lettering and imported and domestic 
type. 


So easy to operate, anyone can do it 
after a few basic instructions—so eco- 


nomical, costs only a few cents a head- 
line! 


MAIL THIS COUPON... 


oeee ee ee eee 


tHe FILMOTYPE corporation 


aa Tn ae Tl ae ie Wallan non Mite alll an in eel 
one 


aw a le we ee el 
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FEBRUARY 1956 

1-29 
Heart Month . . . sponsored by American 
Heart Assn., 44 E. 23rd St., New York 10. 

1-29 
Butter Cakes and Frostings Time . 
sponsored by American Dairy Assn., 20 
W. Wacker Dr., Chicago 6. 

1-29 
Cherry Vanilla Ice Cream Days. . . spon- 
sored by American Dairy Assn., 20 W. 
Wacker Dr., Chicago 6. 

2-11 
Kraut and Frankfurter Week . . . spon- 
sored by National Kraut Packers Assn., 
202 S. Marion St., Oak Park, Ill. 

2-18 
National Beauty Salon Week . . . spon- 
sored by National Hairdressers and Cos- 
metologists Assn. Inc., 205 N. LaSalle St., 
Chicago 1. 

5-11 
National Children’s Dental Health Week 
. .. sponsored by American Dental Assn., 
222 E. Superior St., Chicago 11. 

6-12 
Boy Scout Week . . . sponsored by Na- 
tional Council of Boy Scouts of America, 
New Brunswick, N. J. 

10-20 
National Advertised Brands Week .. . 
. . » sponsored by Chain Store Age, 2 
Park Ave., New York 16. 

10-20 
National Pimento Week . . . sponsored by 
Associated Pimento Canners, Griffin, Ga. 

11-22 
National Defense Week (tentative) .. . 
sponsored by Reserve Officers Assn. of 
U. S., 2517 Connecticut Ave., Washington 
8, D.C. 

12 
Boy Scout Sunday . . . sponsored by Na- 
tional Council of Boy Scouts of America, 
New Brunswick, N. J. 

12-22 
Americanism Week . . . sponsored by 
U. S. Junior Chamber of Commerce, Tulsa 
3, Okla. 

14 
St. Valentine's Day 


: 


18-25 
National Sew and Save Week .. . spon- 
sored by National Needlecraft Bureau 
Inc., 430 Park Ave., New York 22. 

19-25 
National Advertising Week . . . sponsored 
jointly by Advertising Federation of 
America, 330 W. 42nd St., New York 36; 
Advertising Council of the West, 425 Bush 
St., San Francisco 8; and U. S. Chamber 
of Commerce, Washington 6, D. C. 

19-25 
Wheat Bread for Toast Week . . . spon- 
sored by International Bread Weeks, 333 
N. Michigan Ave., Chicago 1. 

19-26 
Brotherhood Week .. . sponsored by Na- 
tional Conference of Christians and Jews, 
43 W. 57th St., New York 19. 

26 
Heart Sunday . .. sponsored by American 
Heart Assn., 44 E. 23rd St., New York 10. 

44 
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Wendy & Girl Friends . . . This is Wendy, 
Publicity Searchlight’s mechanical ele- 
phant, available for all types of promo- 
tions. 


‘Elephant’ Is Offered 


For Promotion Events 


If you’re looking for something in 
the way of a “stopper” for publiciz- 
ing a product, for use in parades or 
for any special promotion, Publicity 
Searchlight Co. (New York) sug- 
gests that you make a “date” with 
Wendy. 

Wendy is the company’s mechani- 
cal elephant. She is a startlingly 
realistic facsimile of an elephant— 
12’ long, 842’ high and weighs two 
tons. Wendy can actually walk, shuf- 
fle, gallop or run. She rolls her head, 
shakes her trunk and gives out with 


60 W. Superior 14 


a loud animal bellow. She can carry 
Chicago 10, IIlinois 


several persons on her back and sup- 
port signs or advertising displays. 
Wendy arrives for your promotion 
in her own truck and specially built 
trailer. 

A folder picturing Wendy and de- 
scribing her performance is available 
from Publicity Searchlight Co., 52 
W. 53rd St., New York 19. 44 


Pancake Day . . . sponsored by Kansas 
Junior Chamber of Commerce, Liberal, 
Kan. 


Send me complete details about the Filmotype photo- 
composition machine. | am also interested in a free 
demonstration in my own office. 

| (EER at ae SS i 15 
FIRM__ —_— 
ADDRESS_____ 


Celica 


Ash Wednesday 

17 
World Day of Prayer . . . sponsored by 
United Church Women, 156 Fifth Ave., 
New York 10. 








a 
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lok Wan ie) 
give your message 


this kind of 


FLAS lal! 


What gives this lightning its striking brilliance 
and power? Sunbonded DAY-GLO! This day- 
light fluorescent material actually glows from 
within. Available in seven dazzling colors, it 
can give your message new impact and freshness! 


Sunbonded DAY-GLO colors are versatile— 


effective whether used boldly or modestly. They 
come in many forms, including bulletin paints 
and screen process colors. Outdoors, they last 
a full run without fading. Indoors, they last 
indefinitely. Be sure to specify Sunbonded 
DAY-GLO colors. Switzer Brothers, Inc., 4732 
St. Clair Ave., Cleveland 3, Ohio. 


SUNBONDED 
DAY-GLO® 





26 


we Reprints 


POOEEEUOEEOONEEECOERAEOOOREORCESEEOOEESEOREEDOREEESOCEEEOOORRREOCEREROOSSODUOREDORGREOCEREOCOCREDOSERECOSEOROCSEEOCORGESCOESORRRREORSREREEReHAREeEEa ONES 


The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25c each. Special prices are available upon 
request for quantity orders. Please order by number, enclosing the exact 
amount in coins, stamps or checks. Send all orders to: Reprint Editor, Advertis- 
ing Requirements, 200 East Illinois St., Chicago 11, Ill. On orders for four or 


more reprints we will be happy to bill you—smaller orders sent only upon 
receipt of payment. 


CUCEOUOECEOEEOOREOSOEOECEROOREPOROEREOROEREREREOEEOEDEROROECORERDORCEOROCUEOGOEROOECEROSERRCGEROOEORGORDORCEOREORORORCROREOURRGRCEORReReeeeeEeeeeneteeeE 


144 Do's & Don'ts for Better Press Releases—by Dick Hodgson 

A helpful checklist for getting better results from publicity efforts ..... September 1954 
146 How to Get the Most Benefit from Trade Shows—by Edmund D. Kennedy 

Monsanto prepared a handy guide for exhibit pesonnel..... September and October 1954 
151 Color in Advertising—by Faber Birren 

An expert outlines the best colors for advertising 
182 A New Look for Signs : 

Changeable copy signs are finding growing favor 

for outdoor advertising 
157 Progress Report: 1955—by Dick Hodgson ; 

A review of developments in the graphic arts in the past decade January 1955 
159 Simplicity . . . Sheaffer's Key for Efficiency in Handling Ad Mat Orders—by D. A. Reed 


The pen manufacturer has developed an eftective method for handling 
ad mat orders from dealers 


November 1954 


November 1954 


January 1955 
160 Professional Installation Assures Success for Admiral Displays—by Bert Enos 
A case history telling how Admiral achieved a promotion success 
through professionally-installed window displays 


161 Why Outside Producers? 
An AR survey on the advantages of using outside producers for business 
films rather than setting up an internal production unit 


162 How to Crop Photos—by Vincent T. Tajiri 
Pointers for getting the most out of photographs 
for reproduction purposes 


164 So . . . You Want to Start a Sales Contest—by George Biderman 
A summary of the most important factors to consider before 
undertaking a sales incentive program 


165 Bankers are People, too—by Jeff Thomson 
How a bank extends its advertising service to more than 100 
correspondent banks 


166 The Role of Advertising Specialties in Selling 
A general picture of advertising specialties—plus AR’‘s survey: 
“How Advertisers and Agencies Buy Specialties” 


167 Noreen Integrated Design—by Bradley Lane 
The story of one of the natian’s outstanding integrated design programs 


168 Maturity for Trade Show Exhibits—by Dick Hodgson 
A report on some of the trends in exhibits 


169 Do's & Don'ts for Premium Buyers—by Gordon C. Bowen 
A helpful checklist for planning premium promotions 


170 The Folding Carton 


The role of folding cartons as the basic form of packaging in the U. S. 
plus tips on making the best use of them 


173 How to Prepare a Modern Annual Report—by Herbert C. Rosenthal 
Some realistic guides for the preparation of effective annual reports 


174 How Carter Merchandises Its Maps—by Vin A. Corwin 
An interesting case history of how an oil company gets its 
dealers to merchandise road maps 


175 How to Use Color Stats—by Ted Sanchagrin 


Admen are learning that there are many uses for full-color photostats. 
Here’s what's being done in this field 


176 What Makes Good Point-of-Purchase Advertising—by Donald S. Hutchison 
A guide to help admen hit pay dirt at the all-important point-of-sale April 1955 


178 The Growing Importance of Fairs as an Advertising Medium—by James Joseph 
Fairs have become an important advertising medium and a place 
for hard selling 


179 Budgeting for Trade Shows—by Robert R. Moore 
An excellent guide for any adman faced with trade show 
budgeting problems 


180 Getting the Most from Publicity Photos—by Leo M. Solomon 
A photographic consultant gives some pointers on how to get the 
best mileage out of publicity photos 


January 1955 
..February 1955 
February 1955 
February 1955 
March 1955 


March 1955 
March 1955 
March 1955 


April 1955 


May 1955 


March 1955 
April 1955 


March 1955 


-May 1955 
July 1955 


June 1955 
The following reprints are available at 50c¢ each: 


171 How to Get Better Advertising Photos—by Errol Prince 
AR’s two-part series of down-to-earth articles on getting 
and using advertising photos 


172 202 Tips for Direct Mail Advertising 


A 16-page booklet reprinting AR’s two special articles on 
direct mail advertising 


March and April 1955 


February and May 1955 
177 The Use of Tape Recorders in Advertising—by H. Jay Bullen 

Two special articles on one of the most versatile tools used by admen— 

“The Use of Tape Recorders in Advertising’’ and “An Adman’s Guide 

for Selecting a Tape Recorder” March and April 1955 


The following reprints are available at $1 each: 


201 Advertising Copyrights—by Robert J. Burton 
An up-to-date reference on the subject of copyright protection for 
all types of graphic art—a compilation of a series of 10 AR articles 
202 How I Solved It 


This 64-page book contains more than 125 selected ‘‘How I Solved It’’ 
items submitted by AR‘s readers. 
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© Everything and the Kitchen Sink, 
160 pages, Farrar, Straus & Cudahy 
Inc. (New York), $4... Beginnings 
of the advertising industry in the 
early 1900’s are described in “Build- 
ing the Markets,” a chapter in this 
book ammemorating the centennial 
of the?Crane Co. (Chicago). The 
volume, about half in pictures, shows 
the growth of American life and in- 
dustrial achievement and the parallel 
expansion of the one-man brass 
foundry begun by Richard Teller 
Crane. The title picturesquely hints 
that Crane, principally a manufac- 
turer of valves and fittings, is most 
frequently identified with bath and 
kitchen plumbing—and quite rightly, 
too. 


e Photographic Production of Slides 
and Film Strips, 54 pages, Eastman 
Kodak Co., Rochester, N. Y., 50¢... 
This new data book is designed to 
help the industrial and business pho- 
tographer transform flat copy and 
photographs to a filmstrip or slide 
sequence. Using procedures’ and 
techniques described in the book, 
commercial slides and film strips can 
be tailored to fit a particular pro- 
gram. Of special interest is a listing 
of some of the companies which sup- 
ply equipment useful for slide and 
filmstrip production, such as cam- 
eras, printers, processing equipment 
and accessories. 


e The Working Press of the Nation, 
Volume I— Newspaper Directory — 
376 pages and Volume II—Magazine 
Directory—436 pages, National Re- 
search Bureau Inc., Burlington, Ia., 
$25 per volume ... As reference di- 
rectories, these volumes are valuable 
assets to organizations with informa- 
tion to pass to the public. The 1955 
edition is the first to be issued in two 
volumes, and it is the first time a 
complete section has been devoted 
to weekly newspapers. 


e Basic Principles of Parliamentary 
Law and Protocol, by Marguerite 


Grumme, 68 pages, Marguerite 
Grumme, St. Louis, $1 ... The 
pocket-size, 414x544", manual is 
based on Robert’s Rules of Order Re- 
vised. Featured in the booklet are a 
meeting agenda, a conventional 
agenda, a simplified chart of motions, 
protocol and hints for the speaker. 





due > sp enc id job 


Today’s generally high prices have tricked some intc 
feeling that satisfactory advertising pieces must be 


expensive. It isn’t necessarily so. And DULLCHROME 


proves it. 


Here’s a semi-dull, tinted one side coated book paper 


that offers real versatility in color combinations and 


fold, die cut and diagonal trim possibilities. 


DULLCHROME Coated Book is a “working” stock that has 
proved itself a sound printing and halftone repro- 
duction paper . . . and a solid value. Our sample port- 
folio with its wealth of die-cut and fold variations is 


sure to interest you. It’s yours for the asking. 


APPLETON COATED PAPER COMPANY 
1200 NORTH MEADE STREET 
APPLETON, WISCONSIN 
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We're not timid... 


But we do realize that a production person's 
time is valuable with all the hectic rush 

of making deadlines and frantically wishing for 
six hands instead of two! 


We understand . . . because our time is valuable 
too... turning out the many reprints, folders, 
reply cards, etc., that you have to have 

to meet those deadlines. 


So we're just going to tell you... that we're 
an agency printer... you’ve been our A-1 customers 
and we want to keep it that way. 


We aim to please as our motto will tell you— 
“Printing As You Want It—When You Want It!” 


Write or call for our complete 
price list on reprints. 


Telephone HArrison 7-4680 
161 West Harrison Street 


Chicago 5, Illinois 


“Printing As You Want It—When You Want It!" 
. for more details circle 165, page 127 


OCTOBER 


26-29 Advertising Typographers 


Assn. of America Inc., 29th 
annual convention—Bal- 
moral Hotel—Miami Beach 

31-Nov.2 Packaging Institute—Annual 
Forum—Hotel Statler, New 
York City. 

31-Nov. 2 Assn. of Nat'l Advertisers, an- 
nual meeting—Hotel Plaza 
New York City 


NOVEMBER 


8-10 Fourth Canadian Nat'l Pack- 
aging Exposition and Na- 
tional Conference—C.N.E 
Automotive Bldg.—Toronto 

Advertising Trades Institute— 
Advertising Essentials Show 
—Biltmore Hotel—New York 
City 

Public Relations Society of 
America, annual nat’! con- 
ference—Ambassador Hotel 
—Los Angeles 

Int'l Assn. of Fairs and Exposi- 
tions—Hotel Sherman—Chi- 
cago 


DECEMBER 


5- 7 Outdoor Advertising Assn. of 
America, 58th annual con- 
vention—Hotel Sherman— 
Chicago 

American Marketing Assn., 
winter meeting—Roosevelt 
Hotel—New York City 


27-29 


JANUARY 


29-Feb.1 Nat'l Advertising Industries 
Exposition—Morrison Hotel 
Chicago 


\ MAGNESIUM 
1. PLATES 


for BOXES 


Convention Souvenir ... H. A. Kent, 

chairman of the board, P. Lorillard Co., and 

Wm. Hadeler, executive secretary, Califor- 

nia Grocers Assn., were among 1,800 dele- 

gti he oe ee gates who received “Grocer-Review,’ a 


—= ee Nee ts ht on pictorial record of the highlights of the 54th 
NORTHWESTERN 


annual convention of the California Grocers 
PHOTO ENGRAVING COMPAWN Y 


Assn., held at the Hotel Del Coronado in 
328 SOUTH JEFFERSON * CHICAGO, ILLINOIS * STate 2-3939 


San Diego. The eight-page, two-color, slick 
brochure was produced in 48 hours and 
OPERATING | HOURS A DAY 


presented by the San Diego Union & Evening 
Tribune as a souvenir gift to all the dele- 
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Another reason why Hammermill Bond prints better, types better, looks better 


IT TOOK A HAMMERMILL INVENTION AND *500,000 


—but now your Hammermill Bond is cleaner than ever 


OW YOU CAN sign your letters on 
Hammermill Bond withadded pride. 
Hammermill Bond has always been 
scrubbed cleaner than a small boy going 
to a party. On its half-mile trip through 
our plant the pulp is washed and screened 
and bleached and washed again. That's 
why in the past you've found so few 
specks to mar its brilliant blue-whiteness. 
Now a Hammermill invention makes 
Hammermill Bond even cleaner than 
before. The equipment, shown above, 
gives our blended fibers one last “bath” 
just before they go on the papermaking 
machines. 


The pulp fibers are pumped, whirling, 
into those cone-shaped pipes. The dirt 
particles, being heavier, are flung to the 
outside and carried away so they can 
never get into the paper. That white 
froth you see is actually “dirty” pulp. The 
clean fibers rise to the top, are piped im- 
mediately to the papermaking machine. 
There they become paper for the cleanest 
looking letters you ever signed. 


This invention took Hammermill four 
years to develop, half a million dollars to 
install; a huge investment just to make 
your Hammermill Bond “cleaner than 
clean.” 


Yet it’s merely the newest in a long 
line of technological advances that 
make Hammermill Bond 1) print better 
—ask your printer, 2) type better—ask 
your secretary, 3) look better—see for 
yourself! Printers everywhere ,~ : 
use Hammermill papers. Many ((wo*®*su)] 
display this shield. Hammermill \ = 


Paper Company, Erie, Pa. 


—yet 


pry ERM) 
i BOND wank no more 


—and actually less than many other watermarked papers 
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Stickin Around 


with KLEEN-STIK 


Viva la KLEEN-STIK ! 


That’s how delighted users cheer 
this modern ‘“‘miracle’’ pressure- 
sensitive adhesive. Nowhere else 
can you find a material that does 
so many P.O.P. jobs .. . gets selling 
messages up so fast and easy. 
F’rinstance: 


Keen-o for VINO” 


PETRI WINE CO., San Francisco, 
“toasts” its new wine sensation, 
“VINO”, with this cute-as-can-be 
3-D display. Cleverly die-cut, it 
sets up in a jiffy as a “bottle- 
necker” . . . and a strip of handy 
KLEEN-STIK “‘D” TAPE on the 
back fits it for quick peel-an’-press 
application on wall, counter, cash 
register, or other retail store loca- 
tions. Either way, it’s a stand-out. 
A hearty ‘“‘Bravo!’’ to IRV 
COTANCH, Petri’s Adv. Mgr.., 
and NED MOSHER of SCHMIDT 
LITHOGRAPH CoO., San Fran- 
cisco, for the sparkling idea and 
colorful execution! 


Triple-Treat Car Piece 
Here’s a clever idea with 3-way 
“p lication! Conceived by DICK 
LLER, Promotion Mgr. for the 
PORTLAND OREGONIAN, it 
can be used as a regular bumper 
strip, as a window sticker, or folded 
around the car radio antenna to 
show ‘“boat’’ sides. Complete in- 
structions are printed on the pro- 
tective backing. Credits also go to 
JOHN MATLOCK, in charge of 
romoting the show, and DOUG 
2HILLIPS, acting for AGENCY 
LITHO of Portland, who did the 
swell lithography. 


Your own P.O.P. displays don’t 
have to be as “‘tricky”’ as these— 
even the simplest piece does a better 
job when you put it on KLEEN- 
STIK. Your regular printer, lithog- 
rapher or silk-screener can show 
you dozens of selling ideas . .. or 
write for our free ‘‘Idea-of-the- 
Month” service. 


KLEEN-STIK PRODUCTS, INC. 


7300 West Wilson Avenue ¢ Chicago 31, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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SPECIAL 
EYE-WITNESS 
REPORT 


Visitors Man Heavy Equipment 
At GM’s Dramatic Powerama 


By Leo Anderson 


The 10-year-old boy waited in line 
half an hour. Then it was his turn. 
He slid into the engineer’s seat and 
opened the throttle of the giant 
locomotive. 

The diesel motor throbbed into 
life and the wheels of the locomo- 
tive began to turn. The boy pulled 
the whistle cord, and the diesel’s 
deep-throated whistle sang out to 
warn anyone off the tracks. 

This was not a little boy’s dream. 
It happened thousands of times at 
the General Motors “Powerama,” 


Modernistic 


which was certainly the biggest trade 
show ever staged by a single com- 
pany. 

The big Chicago show ran from 
Aug. 31 through Sept. 25. During that 
26-day run, a total of 2,218,412 per- 
sons came to the Powerama grounds 
on the lakefront to see the show. Ad- 
mission was free. 

The occasion for Powerama was the 
the production this year of GM’s 
100,000,000th diesel horsepower. The 
purpose of the show: to dramatize 
diesel power to the general public. 


> Exhibits such as the diesel locomo- 
tive, which the show goers themselves 


. . . Aerial view shows Powerama’s modern design. Administrative offices 


are in circle of buildings around show’s ‘’Theme Center,’’ which rises 96 feet in air. 


Division exhibits (such as left foreground) 


fan out around theme center. 
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EAGLE-A 


-INTROODUCING A DRAMATIC NEW COVER PAPER 


IN WHITE AND EIGHT BRILLIANT COLORS 





cover 


adds new color...nmew interest...to your printing jobs! 


Looking for something new and eye-catching in a cover paper? Here’s your answer- 
Eagle-A Leathertone Cover! Its rich embossed finish and brilliant colors 

will add sparkle to catalog and booklet covers, portfolios, advertising pieces, 

sales manuals, price lists, menus, programs and heavy-duty envelopes. 

And Leathertone’s a really outstanding sheet for letterpress or offset printing... 
excellent for embossed jobs, too. You'll like Leathertone’s fine folding 
characteristics ...its resistance to soil and wear...and its economy. 

Leathertone is available in substance 80, sizes 20 x 26, 23 x 35, 26 x 40—in: 


WHITE, DARK BLUE, RUSSET, IVORY, SCARLET, LIGHT GRAY, BROWN, DARK GREEN, YELLOW. 


Free 


Beautiful demonstration kit of 
Eagle-A Leathertone Cover 


...a portfolio of booklet covers, advertising 
pieces and other printed samples. Ask your Eagle-A 
paper merchant for a copy, or write Dept. P, 
American Writing Paper Corporation, 

Holyoke, Massachusetts. 


PAPERS 


BONDS: Coupon, Agawam, Contract, Acceptance, INDEX BRISTOLS: Acceptance and Quality Indexes 
Trojan, Quality, Type-Erase and Translucent Bonds 

TEXT and COVER PAPERS: Quality Text, L’Aiglon Text, 
THIN PAPERS: Coupon, Agawam, Trojan, Quality and Quality Cover, Quality Embossed, Leathertone Cover; 
Type-Erase Onion Skins; Quality Manifold Agawam, Quality and Chester Vellums 


LEDGERS: Acceptance, Trojan and Quality Records and EAGLE-A BOXED TYPEWRITER PAPERS 


AMERICAN WRITING PAPER CORPORATION * HOLYOKE, MASSACHUSETTS 


Printed by Offset on Eagle-A Leathertone Cover, Sub. 80 





Hi! . . . Youngster waves from seat of 
giant locomotive. Wheels turned when 
““engineer’’ opened throttle, but engine 
was jacked up so it remained stationary. 


could run, aided greatly in this dram- 
atization. Dozens of such “run-it- 
yourself” exhibits increased interest 
in Powerama. 


Some 50 yards from the diesel 
locomotive you could climb into the 
cab of a big, red, diesel-driven crane 
and operate its controls to lift and 
drop an 8,000-pound steel ball. 
Across the grounds, on the lake- 
front, you could go through and 
handle the controls of a submarine, 
a shrimp boat and an ocean-going 
tug. 

Seattered through the 23-acre 
grounds were exhibits where show 
goers could push buttons and wheels 
would turn, clutches would engage, 
diesel motors would roar into life, 
miniature jet engines would start up 
or miniature “Pogo” planes would 
take off vertically. 

Such audience participation ex- 
hibits were not the only kind there 
were at Powerama, of course. (There 
were 250 exhibits in all.) But the 
run-it-yourself exhibits seemed to 
be among the best crowd pullers. 

Most of the people who stood in 
line to work the exhibits were 
youngsters, which should give GM 


Paradise Four-year-old finds De- 
troit Diesel Div. exhibit almost too good 
to be true. Engine behind boy represents 
GM‘s 100,000,000th diesel horsepower. 


High . . . Boy pushes foot pedal at con- 
trols of big crane to lift 8,000-pound 
steel breaker ball high in air, while peo- 
ple at lower left await their turn. 


some long, long range promotion. 
Here are some of the other ex- 

hibits, which show GM’s mastery of 

interest-producing displays: 


e A saw mill cutting up giant timber. 
e An operating cotton gin. 

e Two oil-drilling rigs in operation. 
eA working demonstration of an 
aluminum foundry. 


The biggest single crowd attrac- 
tion was an hour-long stage show, 
performed four times daily. The 
show included chorus girls, singers, 
elephants, an aerialist act and a 
fashion show. But the diesel power 
theme was carried out through such 
things as a “square dance” by farm 
tractors and a “rodeo” performed 
by immense earth-moving machines. 

A 7,000-seat grandstand was built 
especially for the stage show. 

Here are some additional facts, 
which tell what it takes to put on a 
show of this kind: 

e Its cost... “In the millions,” ac- 
cording to GM president Harlow H. 
Curtice. (Unofficial estimates have 
ranged up to $9,000,000.) 

e Its personnel 1,500 persons, 
from the sweepers up to the show 
manager. 


Fun ... Teen-agers have fun pushing 
levers of Torqmatic converter exhibit. 
Youngsters seemed to enjoy such ‘’push 
button’’ exhibits more than anyone. 





GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 
8 x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.35 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 

1210 N. Clark Street © Chicago 10, Illinois 

Dept. A-2 ° Telephone: MI chigan 2-5651 


a? : 
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Science and 


LETTERPRESS 


The improved science of letter- 
press printing offers better re- 
production than ever before, 
provided your engravings meet 
the exacting requirements of 
modern printing equipment and 
techniques. 
At DOT, you get that quality. 
We are making outstanding line 
and halftone, color and black 
and white engravings for cus- 
tomers from coast to 
coast. 


OT 


Cngravers, e Ine ° 


600 W VAN BUREN ST+-CHICAGO 7 
TELEPHONE STATE 2-5367 
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BIG NATIONAL 
ADVERTISERS 


at 
aA a 
ROADSIDE « 
ae my 
REFLECTORIZED 


eit via 


Sp 


PRE-TESTED 


for WEATHER WEAR 


Any type outdoor Signs 
you may require for effec- 
tive outdoor advertising, 
and produced in quantity, 
are made in the modern 
GRACE plant in the mod- 
ern manner—for superior 
service life and attrac- 
tiveness. Yes, they out- 
last — and out-sell com- 
petition. 


wi alas. ies TT ie 


pS 


es 


SILK SCREEN 
PROCESSED 


The special GRACE meth- 
od of applying colors to 
depict product and en- 
hance design, is fast, 
accurate and artistic. 
GRACE made signs have 
it—eye, and buy appeal! 


WE DESIGN ANY TYPE SIGN 


If your clients desire special type signs, let us know 
Our art department will make up a sample sign free for 
approval, from sketches made by p> 

client or us. What are YOUR needs? = 


SEND FOR CATALOG 


tM FULL 


COLOR 


Teeter 


3600 S. 2nd ST 
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Pilots . . . Chicago policeman’s sons push 
button to start miniature jet engine. 


e GM had to level and pave 520,000 
sq. ft. of the Powerama site. 

e Seven miles of electrical wiring 
and several miles of water and sewer 
lines had to be laid. 

e About 3,000 ft. of special railroad 
track had to be laid to bring in GM’s 
new lightweight train. 

e About 15,000,000 pieces of litera- 
ture were distributed. 

e As many as 32 children were lost 
during one day’s show. 

e To power the show’s “action” ex- 
hibits, 8,000 gallons of diesel fuel 
were burned up. 

e A rock crusher chewed up 50 tons 
of rock daily. 

e The cotton gin ginned 8,000 pounds 
of cotton every day. 

e The saw mill cut up enough logs 
to produce 2,000 board feet of logs 
daily. 


Mechanized . . . Pickup hauls literature 
to distribution point. Two such trucks 
carried about 15,000,000 pieces of lit- 
erature for distribution during the 26-day 
show. 


mM I 


‘mt g 


Engineer . . . Two-year-old at controls 
of lightweight train takes job seriously. 


GM began planning the show back 
in January. Contractors began pre- 
paring the site (laying sewer and 
water lines and electric cables, grad- 
ing and paving) in March. 

Meantime, GM’s prime exhibit 
contractor, H. B. Stubbs Co., De- 
troit, was building the modernistic 
“theme centers” to house the vari- 
ous exhibits. Stubbs also built most 
of the exhibits themselves, although 
some of the 11 participating GM 
divisions produced their own. 

When the show ended Sept. 25, 
dismantling began immediately. By 
Nov. 1, everything was scheduled to 
be gone and the grounds back in the 
same shape they had been .. . except 
for some $318,000 worth of improve- 
ments such as a pier, paving, sewer 
and water lines and electric con- 
duits, which GM left to the city of 
Chicago. 


Coming Down . . . Workmen dismantle 
GM sign as show ends. Two such signs, 
each 60 feet tall, proclaimed Powerama 
to thousands of motorists on Chicago's 
Lake Shore Drive. 





ee ee 





A 





Pn ee od 


Photo. by Edw. Wilson. 


In this age of high-powered, high-quality 


commercial literature easily produced 


on fine coated paper, need any 


salesman today work unaided and alone? 


THE MARTIN CANTINE COMPANY 
Specialists in Coated Papers since 1888 
Saugerties, N. Y. and New York City 


In Los Angeles and San Francisco 


W ylie & Davis 


. for more details circle 168, page 127 


IDEA ALBUM 


Taking a lesson from the Idea Album of a year ago 
(AR’s first, incidentally), the editors once again bring 
some suggestions from the Direct Mail Advertising 
Association convention. The items selected for this 
month come from the various campaigns in DMAA’s 
annual awards for the best direct mail campaigns of 


the past year, formerly known as the “Best of 
Industry” awards. 


DIRECT MAIL 
The “Old” and “New” 


General Electric's commercial and industrial mir conditioning dept., 
Bloomfield, N. J., capitalized on the ‘old’ and the ‘‘new”’ in a direct 
mail piece that used contrast effectively. In GE's case, old-fashioned 
“circus” typefaces were used on the outside of a folder that was 
modern and streamlined on the inside. A strong attention-getter was 
a business reply card, printed to look as though it were a product of 
the Gay ‘90's. Old-fashioned type and border decorations high- 
lighted a message in stilted language that read in part, ‘’Messrs.: 
We are in receipt of your pronouncement to the effect that you 
have devised,” etc. The bottom of the card carried these words, 
again in old-fashioned type, “Please Post This Epistle Poste-Haste.” 


DIRECT MAIL 
Sheets of Stamps 


Although designed for a fund-raising campaign, the use of sheets 
of stamps by National Wildlife Federation Conservation Education, 
Washington, D. C., has a wide number of applications for users of 
direct mail. The award-winning campaign by the Wildlife Federa- 
tion featured sheets of 36 stamps showing in color numerous wild 
birds, animals, etc. With stamps on the market today that feature 
airplanes, automobiles, Bible history, U. S. history and many other 
subjects, the possibilities of this kind of gimmick appear endless. 
Idea of the stamps, of course, is to use them (they're adhesive- 


backed ) in some interesting or educational way that will serve as 
a reminder of a product. 


DIRECT MAIL 


Dramatize the People 


F. W. Dodge Corp., Construction News division, Business Services, 
N. Y., humanized the well-known Dodge Reports with a clever gim- 
mick designed to ‘acquaint prospects with the people behind the 
package.” Used was a series of 8x11” form letters from such 
individuals as Dodge Reporter, Editor, Typist, etc. Above the 
window containing the prospect's name on each of the letters were 
headings like, “I make valuable contacts for you,’’ with a picture 
of the Dodge Reporter, or “You'll like my type,’ and picture of the 
typist, or ‘I'd like to be another woman in your life,” with a picture 
of the Issuer, etc. 


DIRECT MAIL 


Kit for Serviceman 


A clever idea by Burroughs Corp., Detroit, was the use of a 9x12” 
cardboard box, hinged on one side, which contained informational 
and promotional literature. The box was labelled, ‘A Kit for John 
Serviceman.” In another facet of the same campaign, Burroughs 
used actual photographs (heads only) at the upper left corner of 
an inquiry self-mailer. Caption read, ‘We're thinking seriously 
about a new Burroughs Adding Machine.”’ Space was provided for 
name and address along with a check list of the kind of equipment 
the inquirer wanted information about. 


DIRECT MAIL 
Using the Product 


E. I. Du Pont de Nemours & Co. Inc., Wilmington, Del., used its own 
product to advantage in a direct mailing on its Mylar polyester film. 
The third page of an 84x11” folder was made up similarly to this 
“Ideal Album” page, with different types of Mylar—metallized. 
laminated, embossed, etc.—tipped onto each section of the page. 
The front of the folder featured line illustrations of various appli- 
cations of Mylar, with the illustrations die-cut to show the tipped on 
types underneath. For example, a gas stove was die-cut to show a 
type of Mylar used for the top, a drawing of an auto interior was 
die-cut to show Mylar interior trim. Other uses featured included 
wall surfacing, seat upholstery, luggage, etc. 


DIRECT MAIL 
The Magazine Gimmick 
A gimmick that was used consistently in a campaign by Allis- 
Chalmers Mfg. Co., Milwaukee, was the use of magazine-type 
formats on several pieces of a direct mail campaign. Identity 
throughout the campaign was achieved through the use of the 
same “magazine” title for each of the pieces. All were called 
“Facts” and all were designed to give the reader specific informa- 
tion about Allis-Chalmers equipment. One piece, for example, was a 
10-page brochure called ‘Facts’ that looked like Life magazine in 
format, both as to cover and inside pages. Another issue of ‘’Facts” 
was a 12-pager designed to look like Time; still another, called 
“Facts Illustrated,’’ was designed to look like Sports Illustrated. 


DIRECT MAIL 


Rumpus Room Service 


It's always wise to show yourself to the best advantage, and that's 
what McCormick-Armstrong Co. Inc., Wichita, Kan., did with a 
direct mail campaign illustrating its creative printing service. The 
company prepared what it called a Rumpus Room series, a group of 
82x11” folders featuring lusty poetry of the type men like. Typical 
was the Jim Bludsoe piece. This folder featured lively, bold art on 
the cover showing Jim Bludsoe holding the flaming ‘’Prairie Belle” 
to a Mississippi river bank. Page two carried only the name and 
address of the company. On page three a dignified message tied in 
McCormick-Armstrong and its services with the hero of the poem, 
while the fourth page carried the entire poem. Others in the series 
included poems like “Danny Deever,” etc. 





dwertising Requirements 


Official Escort . . . Guest of Honor, Presi- 
dent Eisenhower is escorted to the table 
by his host, John A. Diemand, President, 
Insurance Co. of North America. 


By Allen Sommers 
AR Philadelphia Correspondent 


When officials of the Insurance Co. 
of North America conceived the 
idea of serving luncheon to more 
than 3,500 persons at Independence 
Mall in Philadelphia on Aug. 24, 
some said the problems were insur- 
mountable. It couldn’t be done. 

The luncheon was accomplished 
through the foresight of an alert and 
creative thinking public relations de- 
partment of the Insurance Co. of 
North America and the cooperation 
of the Commonwealth of Pennsyl- 
vania and the City of Philadelphia. 

The insurance company attributed 
the success of the huge venture to 
solid organization, planning, execu- 
tion and follow through. 

The Philadelphia Daily News in an 
advance story wrote: “Feeding 3,500 
persons in the Mall, which hasn't 
even an electric hotplate, let alone 
an icebox, will entail a feat of cul- 


HOW TO STAGE A 


Luncheon poz 
the Pieesident 


It took planning, but within five days Insurance Co. of 


North America set up an open-air luncheon for 3,500 guests 


in Philadelphia’s Independence Mall and when it was 


all over left the Mall as neat and clean as ever. 


Here’s how the huge job was accomplished. 


inary engineering by North America 
which should go down in history as a 
first-rate secular miracle.” 

The luncheon actually was to be 
part of the 78th annual convention 
of the American Bar Assn. Tenta- 
tively, North America figured on the 
same procedure it used in 1940 at 
Valley Forge, when the ABA last 
met in Philadelphia. 


> Last April, however, the company 
learned that President Eisenhower 
and the Chief Justice of the Supreme 
Court would address the group in 
honor of the 200th birthday of Chief 
Justice John Marshall. 

Since the luncheon would imme- 
diately precede the Marshall cere- 
monies at Independence Square, the 
ABA requested it be held as close to 
the Square as possible for the con- 
venience of the group’s distinguished 
guests. Since the new Mall is directly 
north of the Square, that was chosen 
as the logical site. 

Permission to use the Mall for the 
luncheon was requested from the 
State of Pennsylvania through the 
Department of Forest and Waters, 
under the direction of Secretary 


Maurice K. Goddard. The Common- 
wealth liked the idea because of the 
resultant publicity for the first com- 
pleted section of the Mall. 

But, granting permission was 
easier said than done. Individual 
contractors who had signed agree- 
ments with the State guaranteeing 
the maintenance of the Mall felt that 
their contracts did not cover the ex- 
tra work which might become neces- 
sary as the result of the luncheon. 

The big question then was how to 
have the luncheon and be fair simul- 
taneously to the contractors, the 
state and the Insurance Co. of North 
America. What was the extent of the 
firm’s liability? Was it biting off 
more than it could chew? 


>The answer was for the company 
to guarantee the beauty and mainte- 
nance of the Mall while it had cus- 
tody. Individual contracts were 
drawn up and signed. In addition. 
the company posted a $150,000 surety 
bond with the Commonwealth. In 
other words, North America prom- 
ised to return the Mall in the same 
condition in which it was received. 

North America, which naturally is 
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Ready For Serving . . . Fir trees and greenery camouflaged the poles and stakes of ‘’the 
city of tents’’ put up to protect the 3,500 guests. The tables, covered with white linen 
and decorated with blue silk ribbons, had red and white gladioli centerpieces. 


a safety-minded organization, was 
convinced it could conduct the 
luncheon without causing permanent 
damage. Nine top graduate engineers 
inspected the facilities. 

Of course, the surety bond was 
executed by the Indemnity Insurance 
Co. of North America, another com- 
pany in the North America group. 
The company was playing the dual 
role of insured and insurer. 

Once the site was decided upon 
and permission granted, operations 
forged ahead. More contracts were 
signed, this time with a caterer, tent 
man and decorator. The company 
chose top-flight, responsible contrac- 
tors who are professionals in their 
fields. They included D. F. McCallis- 
ter & Sons (caterer), Wm. H. Van- 
derherchen Inc. (tents), and J. Lid- 
den Pennock (decorator). 

Cognizant of its responsibility, the 
company insisted that the following 
points be written into each contract: 
1. The employes of the contractor 
will be informed that they must 
make every effort to safeguard and 
protect the beauty and dignity of the 
Mall. 

2. The Insurance Co. of North 
America expects complete coopera- 
tion between the contractor and its 
own Safety Department under whose 
close supervision all arrangements 
on the Mall will be made. 

3. No employes of the contractors 
will be permitted in the upper ter- 
races of the Mall at any time. 


4. No vehicles or skids (with the 
possible exception of light rubber 
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tired hand propelled carts) will be 
used on the lawn, clay walks or flag- 
stone paths. 

5. The Safety Department of the In- 
surance Co. of North America must 
be notified of the time of the arrival 
of the first goods or personnel at the 
Mall. 

6. All the flagstones must be covered 
with tarpaulins and then sprinkled 
with sawdust. 

In addition, the following points 
were included in the contract with 
the tent man: 

7. The tents must be fire-proofed. 
8. Metal stakes must be used. (The 
theory here is that metal stakes are 
not as thick as wooden stakes, there- 
fore less damage.) 

9. Sleeper pads under side tent poles 
must be utilized and the turf under 
main tent poles should be removed, 
preserved and replaced after the tent 
is struck. 

10. Contractor must work carefully 
with blue prints of all underground 
facilities. 

11. Contractor must not tie to any 
appurtenances of the Mall. 

12. Contractor must mark sprinkler 
heads so that they will not be dam- 
aged by workmen. 


To insure smooth operation, plans 
had to be coordinated with the 
Mayor’s Office, Police, Fire Depart- 
ment and Department of Licenses 
and Inspection to foresee all contin- 
gencies and protect the welfare of 
the guests and the site. Arrange- 
ments were coordinated with the 
Secret Service. Complete cooperation 


of all Federal, State and City officials 
was necessary, and their complete 
cooperation was what made the 
event possible. 

Luncheon day, Wednesday, Aug. 
24, was approaching. Round-the- 
clock operations at the Mall began 
on Friday, Aug. 19, with the erection 
of a control tent office. As soon as 
operations began, the North America 
was flooded with inquiries. Tele- 
phones at the home office uptown 
and the three phones in the control 
tent jangled constantly. Signs were 
erected at the Mall explaining that 
the company was preparing for a 
luncheon to be tendered to the 
American Bar Assn. 

To insure the comfort of guests, 
arrangements were made to blanket 
the entire lawn area of the Mall un- 
der canvas, North America’s answer 
to inclement weather or the hot Au- 
gust sun. That meant erecting tent 
poles and driving stakes into the 
lawn. There was no problem of sur- 
face damage to the lawn since the 
Safety Department checked into the 
matter and said it would be negli- 
gible. But what about the intricate 
criss-cross maze of water lines, 
sprinkler heads, and electrical lines 
buried under the turf? Tent stakes 
could create havoc with these hidden 
facilities. 


> Again, the North America Safety 
Department came to the rescue. De- 
tailed plans of the Mall facilities 
were obtained from the State and 
every inch of ground was taped out, 
charting the mystery of the equip- 
ment below. The Mall resembled a 
tennis court after the difficult job 
was done, but now the marquees 
could be erected and stakes driven 
without worrying about damage. 
Every possible precaution was taken 
to prevent permanent damage to the 
lawn. Patches of turf which would be 
crushed by the heavy tent poles were 
cut out, watered, and stored for re- 
placing after the poles were gone. 
The stakes themselves were long but 
of small diameter. Therefore, they 
did little harm. In fact, they helped 
to aerate the lawn, a valuable proc- 
ess which provides the breath of 
grass life. 

In all, five marquees were erected; 
two on the north end of the Mall 
measuring 40x160’, two on the south 
end measuring 40x140’, and one cen- 
ter marquee (where the President 
and Chief Justice would dine) meas- 
uring 50x76’. With the erection of 
several kitchen and working mar- 
quees, a huge reception canopy and 
the control tent, more than 40,000 
sq. ft. of Mall area was under canvas. 
Since the use of heavy machinery 
could cause damage, all material was 
carried in by hand; stakes were 
driven by hand. 





Operations went off like clock- 
work. Once the marquees were 
raised, the caterer moved in with 
tables and chairs and equipped the 
kitchen tents. Then came the deco- 
rator. Tent poles were hidden with 
fir trees. Each stake (and there were 
more than 450) was garlanded with 
greens. Electricians moved into the 
tent city and installed lighting. 

While these operations continued, 
two Pinkerton men and two city po- 
lice patrolled the area at night, and 
two policemen were on duty during 
the day. 

The morning of the big day ar- 
rived. Members of the press were in- 
vited by the North America to a 
breakfast meeting at the Warwick 
Hotel. After receiving press kits they 
were briefed on the background of 
luncheon preparations and the rea- 
sons for its sponsorship by the North 
America. A scale drawing of the 
Mall area which showed the various 
luncheon facilities was used to ac- 
quaint them with the day’s events. 


> Meanwhile, back at the Mall last 
minute operations went ahead 
smoothly as the tension began to 
mount. The regular comfort facilities 
of the Mall were locked since they 
were not equipped to handle a con- 
centrated flow of traffic. Two mobile 
comfort units leased by the North 
America from the American Trailer 
Co. were stationed on Sixth St. adja- 
cent to the Mall. A mobile telephone 
unit was set up on the southwest 
corner of Sixth and Chestnut Sts. 
through the courtesy of the Bell 
Telephone Co., and a fully staffed 
mobile hospital unit (two doctors 
and five nurses) was set up on Sixth 
St., all for the convenience of guests. 
In addition, the entire area was 
sprayed with an insect repellent be- 
fore the marquees were equipped. 
Decorators finished their opera- 


Control Tent . . . North America’s ‘‘open 
air’’ office was erected at the beginning 
of operations, Aug. 19. The control cen- 
ter, it was established to maintain a 
steady, smooth flow of work. 


tions. Tables, covered with white lin- 
en set off with blue silk ribbon, were 
crowned with centerpieces of red 
and white gladioli florets. Floral dec- 
orations required 175 man hours of 
preparation before delivery to the 
Mall. This time “setting the table” 
meant the handling of more than 
3,500 place settings of matched gold 
banded china and silver flatware and 
10,000 teaspoons. 

The Second Army Band from Fort 
George G. Meade, Md., under the 
direction of Chief Warrant Officer 
Warren Schafer, took its position on 
the terrace at the west side of the 
main marquee. 

Guests began to arrive at 11:30 
a.m. Admittance was by ticket only, 
and the various entrances to the 
different marquees were clearly 
marked on each ticket. More than 75 
city police directed guests to en- 
trances where 28 Pinkerton men 
checked each ticket before admit- 
tance. The highest security precau- 
tions were being exercised. The flow 
of traffic continued smoothly and 
steadily. After the luncheon was 
over, the Secret Service said that it 
was one of the easiest jobs it ever 
handled from the standpoint of Pres- 
idential security, thanks to the com- 
pany’s planning and organization. 

North America president John A. 
Diemand and Mrs. Diemand, hosts 
for the luncheon, welcomed distin- 
guished guests under a huge recep- 
tion canopy erected at the Chestnut 
St. curbside. 

As guests entered the main dining 
marquees, they marvelled at the 
beauty and simplicity of the decora- 
tions. Some said that the dining area 
rivaled the most exclusive dining 
rooms in the country. 


> Anticipation of the President’s ar- 
rival mounted. At noon the wail of 
a siren split the air as the old clock 
in Independence Hall tower tolled 12 
times. A hushed silence fell over the 
throng. Late arrivals quickly showed 
their tickets to Pinkerton men and 
went directly to their seats. The seri- 
ous faces of secret service men and 
city detectives became still more se- 
rious. They were on the job. 

More than 3,500 people waited un- 
der the marquees. Thousands more 
were standing outside the Mall. At 
12:20 a voice blared over a police 
loudspeaker, “The Presidential party 
is at 10th Street.” When the steady 
roar of motorcycles and the sound of 
distant cheers reached the Mall, the 
loudspeaker cut in, “The Presiden- 
tial party is at 8th Street.” That was 
12:25. At 12:30 the President and 
Chief Justice arrived. 

Mr. Diemand greeted the Presi- 
dent as he embarked from his car 
with his party and escorted him to 


Luncheon Is Served . . . 30 professional 
chefs and 120 waiters filled the 3,500 
luncheon orders. To protect the Mall, food 
was prepared and dishes were washed at 
the Caterer’s headquarters. 


the head table. In addition to the 
President and Chief Justice, guests 
at the head table included Associate 
Justices Tom C. Clark, John Mar- 
shall Harlan, and Stanley F. Reed; 
the Right Reverend Oliver J. Hart, 
Bishop of the Diocese of Pennsyl- 
vania; Philadelphia’s mayor Joseph 
S. Clark; ABA president Loyd 
Wright; Pennsylvania Bar Assn. 
president Paul R. Mueller; and 
Philadelphia Bar Assn. chancellor 
C. Brewster Rhoads. 

After the Second Army Band 
played the Star Spangled Banner, 
Bishop Hart said grace. As guests 
took their seats, 120 waiters sprang 
to the task of serving luncheon. 

The luncheon menu was in keep- 
ing with the simplicity and dignity 
of the occasion. The food, prepared 
by 30 professional chefs, was deli- 
cious and wholesome. The “Penn- 
sylvania flavored” menu included 
iced honeydew melon, hearts of cel- 
ery, queen olives, salted nuts, lunch- 
eon rolls and Pennsylvania creamery 
butter, Delaware Valley chicken sal- 
ad, Lancaster County sliced ham, 
Berks County potato chips, shredded 
lettuce with tomatoes, 1776 salad 
dressing, Philadelphia ice cream and 
ices, fancy cakes, iced coffee and tea, 
and creamed mints. 


> Again, to minimize the possibility 


of damage, the Company insisted 
that all food be prepared before de- 
livery to the Mall. In addition, the 
caterer’s plans to wash dishes at the 
Mall received a strong veto from 
the Company. After the luncheon the 
used tableware was taken from the 
Mall and washed at the caterer’s 
headquarters. This operation, of 
course, resulted in a higher cost but 
also ruled out Mall damage from 
soapy water and detergents. 

When making luncheon arrange- 
ments, North America guarded 
closely against commercialization. 
The only item distributed to each 
guest was a souvenir program menu 


November 1955 ¢ ar « 41 





prepared by the Company, depicting 
the significance of the event and de- 
scribing the Company’s founding in 
Independence Hall in 1792. 

Both the souvenir program and 
luncheon tickets were impressive in 
their artwork. The tickets carried 
out the luncheon’s red, white, and 
blue decoration motif and included 
a Birch print of Independence Hall 
as it appeared in 1800. A color print 
of the Hall as it appears today was 
featured on the program cover. 

At exactly 1:30 the President was 
escorted by Mr. Diemand back to the 
huge reception marquee, where the 
Presidential party crossed Chestnut 
St. to take part in the scheduled 
celebrations at Independence Square. 
The luncheon was over and the huge 
task of following through lay ahead. 

As soon as the last guest had de- 
parted, vacating operations began. 
Maintenance crews worked slowly 
and carefully, reversing the se- 
quence of procedures required for 
installation. After all equipment was 
removed, the Mall received a thor- 
ough house-cleaning under the 
watchful eyes of the North America 
Safety Department. The flagstone 
walks and marble steps were 
scrubbed. The grass was raked and 
patches of turf which were removed 
before the main tent poles went up 
were replaced. 

The next week North America’s 
Safety Department team together 
with representatives of the State in- 
spected the Mall. The following tele- 
gram, which was sent to president 
Diemand by Secretary of Forest and 
Waters Goddard after he received 
the report of the State’s inspection 
team tells the story: 

“I have just been informed that 
there was no damage of consequence 
to Independence Mall as a result of 
the luncheon activities conducted by 
your company on Wednesday, 24, in 
conjunction with the program of the 
annual meeting of the American Bar 
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Clean-Up Time . . . When the last guest 
had departed, maintenance crews stepped 
in. Flagstone walks and marble steps were 
scrubbed. The grass was raked and patches 
of turf which were removed before the 
main tent poles went up were replaced. 


Assn. The department was proud 
of this opportunity to participate in 
this outstanding feature of the meet- 
ing and is sincerely appreciative of 
the excellent care and respect with 
which you, your associates, and the 
association tendered our facilities. It 
is expressions of such excellent co- 
operation that makes my position 
enjoyable.” 

So the job was done, and done 
well. In summary, the luncheon pos- 
sessed four essential ingredients 
mixed with skill and experience—a 
solid organization, foresighted plan- 
ning, smooth execution, and respon- 
sible follow-through. 44 


“Proper Presentation” 


German Calendar Makes 


Hit with Plus Features 


By Mildred Weiler 
AR St. Louis Correspondent 


A 3%” die-cut slot above each 
calendar date and a red plastic move- 
able square that hooks into any slot 
make it easy to mark your red letter 
days in any month. It also assures 
the advertiser that his calendar will 
stay on the wall. 

This is a calendar idea used by 
Wolf-Dieter Hildebrandt, “Brandy” 
to his American friends, who is pro- 
duction manager and co-owner with 
his father of the Graphische Kun- 
stanstalt Schultz printing company 
in Hamburg, Germany. “Brandy,” 
whose company has been in business 
since 1932, says they specialize in ad- 
vertising posters, brochures, folders, 
catalogs and calendars in from four 
to six colors. 

On a coast to coast tour of litho- 
graphic plants in the U. S. last year, 
“Brandy” gave some admen copies 
of his calendar, which he says the 
recipient will keep if he must choose 
between the several calendars he 


receives because of the novelty and 
convenience of marking important 
dates. 


> He will also keep the calendar for- 

ever, he believes, because the offset 
color reproductions of Swiss scenes 
are produced on cast-coated stock 
and are suitable for framing. A per- 
foration line, a plus feature, is added 
to make it easy to tear off the pic- 
ture for framing. 

Proper presentation is a point 
“Brandy” emphasizes to get immedi- 
ate acceptance of your calendar. He 
uses an acetate sheet, bound into 
the calendar, to cover page one of 
the calendar. Two triangular acetate 
corners at the bottom of each page 
hold calendar pages in place and pre- 
vent curling. 

The calendar is packaged in a white 
window folder with the four-color 
Swiss scene with its acetate cover 
framed in the die cut opening. The 
calendar is mailed flat, which 
“Brandy” considers the only way to 
send any calendar you expect an 
executive to keep. 

This thoroughness in handling de- 
tails both in production and presen- 
tation is the quality “Brandy” says 
he found lacking in American print- 
ing and advertising production. 
While he thinks we are advanced 
in methods, equipment and advan- 
tages for craftsmen, he believes we 
sacrifice too much for the sake of 
volume and speed, and that we fre- 
quently omit the plus features that 
make an advertising piece stand out 
from competitors’. 44 


I 


Bed “Box” Day . . . Among unusual fea- 
tures of this calendar from Hamburg, Ger- 
many, is a red plastic movable square, 
which hooks into die-cut slots above each 
date. The color reproductions of Swiss 
scenes are suitable for framing. 


. for more details circle 214, page 127 a 
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Baseball is an important thing in 
the “Beer City” ... and admen 
have used it to advantage in their 


promotion programs. 


By Benn Oliman 
AR Milwaukee Correspondent 


Whether or not you consider your- 
self a baseball fan, if big league base- 
ball invades your city, things may 
never be quite the same again. 

Life magazine occasionally runs a 
two-page spread immodestly ex- 
plaining to the world “What Happens 
When Life Hits Blanktown!” Here is 
a brief, similar attempt to outline 
some of the things that have hap- 
pened to Milwaukee’s advertising 
community during the past three 
years of exposure to America’s most 
publicized spectator sport as played 
in the upper realms of sportdom—the 
big leagues. 


> Baseball history was written by the 
amazing rejuvenation experienced 
by the former Boston Braves when 
the bedraggled National Leaguers 
switched their allegiance in 1953 from 
Beantown to Beer City. This sports 
hegira still makes exciting reading 
for even the most casual baseball 
fans all over the world. The warmth 
of the reception given to the Mil- 
waukee Braves by its hordes of new- 
found fans is paralleled by the team’s 
utilization as a peg for numerous 
advertising spreads, programs, stunts 
and gimmicks in the commercial life 
of Milwaukee. Several years before 
the all-pervading Davy Crockett 
came on the scene, Milwaukeeans 
were already being exposed to the 
impact of media saturation by Braves 
patterned sales and advertising pro- 
motions. 

Now in its third year, Milwaukee’s 
fondness for big league baseball still 
appears to be gaining momentum. 
Agency clients using the baseball 
motif in their sales pitches are now 
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What Happened When 
Baseball Hit Milwaukee 


finding it necessary, however, to be 
more selective in the gimmicks they 
employ. Competition is becoming 
keener in the search for ideas that 
will win for their clients’ products 
a more prominent position in the 
public’s sports-focused minds. 

What has happened here cannot be 
exactly duplicated elsewhere, since 
no two communities are identical in 
all aspects of their business and so- 
cial structures. Milwaukee’s experi- 
ence, however, can be reliably used 
as an indication of what to expect 
if big league baseball comes your 
way—whether it be Minneapolis-St. 
Paul, Los Angeles, Montreal, or any 
other metropolis anxious to try it on 
for size as did Baltimore last year 
and Kansas City this year. 


>No Milwaukee firm adopted the 
baseball motif as eagerly or with as 
wide open budgeting as did the bur- 
geoning Miller Brewing Co. Liter- 
ally stealing several marches on its 
beer-making brethren, Schlitz, Pabst 
and Blatz, the promotional and ad- 
vertising staffers of the expanding 
Miller Brewing Co. came close to 
wrapping about themselves the aura 
of quasi-official identification as “the 
Braves’ Beer” in the minds of a large 
segment of the beer quaffing public 
before their competition were quite 
aware of what was afoot. 

Credit for his firm’s advertising 
and promotional coup must go to 
Fred Miller, brewery owner who lost 
his life along with his son and pilot 
in his company’s plane crash shortly 
after he proved so instrumental in 
persuading the Braves’ owners to 
move to Milwaukee. Fred Miller is 
generally conceded also to have been 
the key figure behind the long range 
municipal planning which led to con- 
struction of County Stadium — de- 
signed by Milwaukee as bait for the 
first big league team to come along. 

No incidental item, the Miller 
Brewing Co.’s potent baseball align- 
ment is a definite part of its over-all 
advertising and p.r. program. A full- 
time sports promotion department is 


constantly at work on projects in- 
volving professional, amateur and 
collegiate football, basketball, golf, 
baseball, or any other sport the beer 
drinking public follows. 


>A run-down of the many Milwau- 
kee Braves tie-ins by the Miller 
Brewing Co. would include: 

e Radio broadcast rights . . . They 
sponsor radio broadcasts of all the 
spring exhibition games and the reg- 
ular season’s schedule to nearly 50 
stations in all of Wisconsin, eastern 
Iowa, northern Illinois and parts of 
Michigan and Minnesota. 

e The Miller High Life County Sta- 
dium scoreboard, actually a _ tre- 
mendously effective $75,000 point- 
of-sale device, dominates the 
attention of the record breaking 
crowds each season. The scoreboard 
was donated to Milwaukee County 
by the Miller Brewing Co. Never- 
theless, a rental fee is paid for the 
ad space. 

e The envelopes used by the Braves’ 
box office for tickets are supplied by 
the Miller Brewing Co. The com- 
pany trademark, naturally, is prom- 
inently engraved on these widely dis- 
tributed pieces of stationery. 

e The official Braves’ baseball movie, 
sanctioned by the National League, 
is produced by Miller. The opening 
season’s version was titled, “The 
Milwaukee Story.” Last year they 
called it, “The Home of the Braves.” 
The prints are shown throughout the 
nation by an off-season roster of 
Braves players making the rounds 
of service clubs, fraternal organiza- 
tions and schools wherever baseball 
fans (and incidentally, potential Mil- 
ler High Life customers) gather. 

e Sponsorship of the Miller High 
Life annual dinner at the spring 
training camp site. This event offi- 
cially kicks off the return of baseball 
fever and garners plenty of news- 
paper coverage and good will. 


e The Braves Booster Club, a unique 
organization of fans with a dues- 
paying membership list that runs into 





the thousands, is abetted by the Mil- 
ler Brewing Co. Members receive a 
newsy bulletin, “The Tomahawk,” 
edited by Mack Kehoe, Miller Brew- 
ing Co.’s community relations execu- 
tive. Norman Klug, brewery presi- 
dent, is a board member. 

e A growing number of baseball 
slanted point-of-sale devices are be- 
ing used. This season’s main effort is 
a dilly—a moveable scoreboard for 
backbar use, it features the “score- 
keeper’s” photo, usually the bar- 
tender or tavern owner. They cost 
the firm about $1 each to produce 
and are distributed only in the area 
blanketed by the baseball radio 
broadcasts. The effectiveness of this 
p.o.p. piece is in its personalization, 
brewery spokesmen feel. Photog- 
raphers are hired to make the rounds 
of taverns selling Miller High Life 
beer to get good pictures. 


>The other Milwaukee breweries 
also slant a good share of their ad 
programs towards the intense public 
interest in baseball. Blatz Brewing 
Co. presents a highly publicized 
weekly $250 “Brave of the Week” 
award, and tops it off with a Cadillac 
at the end of the season for the player 
judged the “Brave of the Year.” 
Plankinton Packing Co. has had 
several effective tie-ins in the past 
two seasons. Last year they conduct- 
ed a “Baseball School for Kids” at 
the ballpark, which attracted over 
100,000 youngsters and parents to 


‘Play Ball’ 


Best Display . . 


. Miller says this display has proved to be one of the most effective 


pieces it has ever used. Displays feature actual photographs of ‘’scorekeepers’’ in outlets 
for Miller High Life. In this case, the scorekeeper is Milwaukee bartender Fred Sielaff. 


four sessions. Braves players put on 
field demonstrations of their tech- 
niques, souvenirs and prizes were 
passed out to the pleased crowds. 
Tickets for these events were obtain- 
able free at local meat counters han- 
dling Plankinton products. 


.. . Spic & Span Cleaners sponsors a tv panel show, ‘Play Ball,’’ featuring 
members of the Milwaukee Braves. Every question answered by the baseball experts 
is followed by tossing a ball in the net and a $5 donation to charity by the advertiser. 
Cut-out figures in front of desk are given free to customers with each $2 cleaning 
order. In picture, left to right, Mrs. Gloria Giles, ‘“Mrs. Wisconsin of 1955,‘" who does 
commercials on show; WTMJ-TV announcer Larry Clark; Braves first baseman Joe 
Adcock; shortstop Johnny Logan, and behind players, emcee Lloyd Pettit. 


For the 1955 season Plankinton’s 
agency came up with a new sales 
sparking approach. Each package of 
Plankinton Globe Wieners or Bacon 
contained an eye-catching “How to 
Play Better Baseball” folder. The 
folders open up to graphic lessons on 
how to play the various team posi- 
tions as explained and pictured by 
an assortment of Braves stars. Every 
position, even coaching, is covered. 
Twelve different folders are avail- 
able. Interest stirred by this offer, 
according to reports, exceeded the 
demand for baseball trading cards 
among the area’s youngsters — no 
mean feat. Full-page color ads in The 
Milwaukee Journal were used to tee 
off this year’s offer. 


> Spic and Span, a local cleaning and 
dyeing firm, has admittedly boosted 
its volume through baseball slanted 
advertising. From April through Sep- 
tember, virtually all of the budget 
goes for baseball-inspired projects. 
A weekly tv show called “Play Ball” 
features players in a panel type show. 
Players’ wives are used on the panel 
to fill in during road trips. 

A series of 10”-high cardboard 
cutouts of baseball players proved 
a big hit with Spic and Span cus- 
tomers this spring. With each $2 
worth of cleaning, a customer gets 
one of the cutouts. At the start of the 
spring baseball training period, the 
firm sponsored a 25-words-or-less 
contest giving a free trip to the 
Bradenton, Fla., training camp for a 
winning statement on “What the 
Braves Mean to Me.” Spic and Span 
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also uses pictures of Braves players 
on their clothing bags and on laun- 
dered shirt bands. 

Wisco Gasoline, one of the region’s 
most aggressive independent firms, 
has been successfully boosting sales 
by using endorsements in its radio 
commercials and featuring huge bill- 
board-type pictures of players in all 
of its stations. 


>For the job printing shops, base- 
ball has proved a bonanza on a minor 
scale. It is a rare Milwaukee firm it 
appears, whose calling cards, blot- 
ters, or some sort of muiling piece 
does not include a baseball schedule. 
As one job shop printer said: “I 
wonder what we used to print here 
before we started to run Braves 
baseball schedules?” 

The dollar value advertising-wise 
that big league baseball brought with 
it to Milwaukee is difficult to esti- 
mate. Everyone involved in the ad- 
vertising and graphic arts fields 
agrees that it is a sizeable amount. 

A glance through the daily news- 
papers almost any time during the 
baseball season shows typical display 
ads such as these: Perfect Plus Ny- 
lons being plugged in a display ad 
showing a trio of wives of players 
wearing them . . . A half-page dis- 
play ad showing a photo of shortstop 
Johnny Logan at home saying, 
“Zephyr Awnings, the longer we 
have them the better we like 
them .. .” Another half-pager with 
catchy artwork for the Niss Furni- 
ture Co. quotes towering Gene Con- 
ley, the 6’8” pitcher for the Braves, 
stretched out on a supersize bed in 
his baseball uniform. “Here’s a king- 
size bedroom suite with a bed so 
big that even I can sleep in it com- 
fortably!” 

Will the advertising people in Mil- 
waukee continue to ride high on the 
crest of big league baseball interest? 
Or will this new source of inspiration 
vanish in a few years if the local citi- 
zenry tires of its baseball idols? That 
bleak possibility certainly exists, but 
most of those queried feel that the 
sports emphasis in advertising cur- 
rently in vogue is here to stay for a 
long time. “It’s all ‘plus’ as far as 
we're concerned,” points out one ad- 
man, “since it is not being used in 
place of another approach formerly 
used. It makes a perfect summer- 
long tie-in for almost any advertiser, 
and it certainly brings results. 44 
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“Facts” On Sales 


Courts Rule Advertisements Are Merely 
Announcements—Not Binding “Offers” 


By Jesse S. Raphael, A.B., LL.B. 


A customer demands the goods 
which you advertise for sale. Must 
you legally fill the customer’s order? 

Of course, you would not ordinar- 
ily advertise specific articles of mer- 
chandise for sale unless you have 
the merchandise on hand or expect 
to have it on hand at the date set 
for the sale and at the advertised 
price. But suppose you do put an ad- 
vertisement in a local newspaper or 
send out a circular or handbill “of- 
fering” to sell a designated article at 
a specific price mentioned in the 
advertisement. 


> Suppose, for some reason, the de- 
mand is greater than your supply or 
that there is an error in the adver- 
tised price. Is a customer legally en- 
titled to demand that you deliver the 
article at the advertised price? Is he 
entitled to sue you for damages for 
breach of contract, if you refuse or 
fail to fill his order? 

The answers to these questions in- 
volve the law of contracts. When the 
owner of a specific article makes a 
proposal to sell the article to an indi- 
vidual buyer, the proposal is called 
an “offer” in law. When the person 
to whom the offer is made (the of- 
feree) shows his willingness to take 
the article on the terms offered, such 
as by tendering the price, he is said 
to “accept” the “offer” and a contract 
is made which is binding on both the 
seller and the buyer. 

For example, suppose you show a 
customer a particular item and say, 
“The price is $7.95.” Your statement 
is an “offer.” The customer “accepts” 
your offer by saying, “All right, I'll 
take it.” A binding contract results. 


> Is your advertisement or sales cir- 
cular such an offer, which can be ac- 
cepted by each and every person 
who tenders the advertised price to 
you and demands the advertised ar- 
ticle? 

In most cases which have been 
brought before the courts, the law 
answered, “No.” The courts have 
taken the position that an offer must 
not only be definite but must be 
made to a definite person who alone 
may, if he will, accept it. 

If your advertisements of mer- 
chandise for sale were considered to 
be legal offers, then you would be 
legally bound to deliver the adver- 
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tised article to everyone who ten- 
dered the price, even though the 
number of customers far exceeded 
the number of articles you advertised. 

For example, if your advertisement 
were considered to be a legal offer, 
and you advertised merchandise in 
a close-out sale, and 200 customers 
answered the ad and placed orders 
with you—that is, “accepted” your 
“offer”—you would be bound to ful- 
fill every order or be liable for dam- 
ages. 

You might perhaps feel that the 
first hundred customers would be 
entitled to buy the item at the ad- 
vertised price. But the courts do not 
take that view. They say your ad- 
vertisement is not an “offer.” To 
make any other ruling would result 
in great hardship to merchants and 
discourage the use of advertising as 
a means of promoting sales. 


>The courts have ruled, in general, 
that an advertisement such as yours 
is merely an announcement to the 
general public that you are willing to 
receive “offers” from individual cus- 
tomers for the advertised merchan- 
dise, on the terms advertised. If, 
therefore, the customer is the one 
who makes the legal offer, you are 
not bound to accept his offer. Unless 
and until you do accept the cus- 
tomer’s offer to buy, you are not 
legally bound in a centract of sale. 

This, of course, does not mean that 
a retailer may willfully or recklessly 
advertise merchandise for sale with 
no intention of selling the adver- 
tised article at the advertised price. 
Such a practice would be fraudulent 
and might, therefore, subject the un- 
ethical advertiser to penalties other 
than for breach of contract. 


> But since, as between you and a 
particular individual buyer, your ad- 
vertisement or circular does not or- 
dinarily constitute a legal offer, you 
are legally entitled to refuse to sell 
the advertised article even though 
you have advertised it for sale at a 
specific price. Of course, it may be 
good business, and it is certainly 
ethically wise, to stand back of your 
advertisement and fill your cus- 
tomers’ orders even though he can- 
not legally hold you to a contract. 
It should be remembered also that 
the legal rule about advertisements, 
explained above, is not a universal 
and invariable one. An advertise- 
ment, under some circumstances, 
may be so worded as to constitute 
a legal offer. 44 
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The use of aluminum foil in ad- 
vertising is becoming increas- 
ingly popular. An art director 
who has worked with foil for 
many years presents a helpful 


guide for planning foil printing. 


By James Birnie 

Director of Styling and Design 
Reynolds Metals Company 
Louisville, Ky. 


Today advertisers are interested as 
never before in the bright, 100% 
appeal of advertising on foil. Alu- 
minum foil is a medium in which 
you can express your own ideas. 
You'll find it a challenging and a 
demanding medium, and also, I think, 
a responsive one. 

The brilliant, shimmering surface 
of aluminum foil lends strength and 
depth to transparent colors that no 
other medium can duplicate. Alumi- 
num foil reflects all the colors and 
lights that strike it—a characteristic 
that an artist can turn to great ad- 
vantage. And foil has movement. 
Take a piece of aluminum foil, hold 
it in several positions and in dif- 
ferent lights. Notice how its appear- 
ance changes. Move your hand in 


HOW TO DESIGN FOR 
printing 
on foil 


front of it and watch how the foil 
catches and magnifies every slight 
change in lighting. 

Aluminum foil is already well es- 
tablished with the packaging indus- 
try. It has been used for years with 
marked success by many firms. How- 
ever, some skeptics didn’t foresee 
much of a future for foil in adver- 
tising—until recently. Most of them 
changed their minds after seeing the 
Reynolds Wrap double-page spread 
in Better Homes and Gardens re- 
cently. It was printed in full color 
on aluminum foil, using Meredith 
Publishing Company’s standard 
press equipment. 


> We are now exploring the feasibil- 
ity of running ads on aluminum foil 
in newspapers and their Sunday 
supplements. They, too, would be 
printed on standard equipment. But 
I'll leave that story for our produc- 
tion specialists to develop. 

All of this recent, fast-developing 
activity with aluminum foil has 
brought forth many questions from 
artists who wanted to know more 
about designing in foil. No one art 
director can tell another how to de- 
sign, and it would be presumptuous 
of me to try. All I can do is tell you 
about some of the formulas that have 
worked for me. I hope that some of 
the lessons I have learned the hard 
way will be adaptable to your par- 
ticular needs. 


Some Questions and Answers 


e Does Aluminum foil have a color? 
... Aluminum foil does not have a 
color of its own. It reflects all other 
colors, showing them in changing and 
unusual patterns. Aluminum foil 
lives vibrantly in reflected colors and 
lights. 

e Transparent and opaque inks... 
All colors except black and white 
may be laid on aluminum foil in 
either transparent or opaque ver- 
sions. Black and white, of course, 
must be opaque. Transparent colors 
retain the natural illumination of 
the foil, whereas opaque colors ap- 
pear the same as they do on ordinary 
stock. A transparent laid over an 
opaque or another transparent of 
different hue produces still a third 
color. 

e A variety of finishes .. . Alumi- 
num foil is available in a number of 
different surfaces from which you 
may choose one to meet your specific 


Importance of Foil 


Art directors and advertising depart- 
ment and agency managers will find 
more information on printing on foil in 
the article, “The Growing Importance of 
Foil Printing,” on page 115 





Preparation . . . Prepare clear, complete 
layout on tracing paper. Mount foil on 
smooth board stock with tape. Airbrush 


with clear lacquer and dry 


Second Color .. . After the second trans- 
parent color area is applied, the entire 
sketch is dusted with magnesium powder 
using soft cotton. 


design needs. It is made up in bright 
and dull finishes, and in embossed 
patterns of many descriptions. 

e A little foil and a lot of restraint 
... The effectiveness of aluminum 
foil lies not in the amount that’s 
used, but in the way it’s used. Limit 
the natural foil area with opaques 
and transparents so that the foil will 
be an integral part of your design 
instead of distracting from it. 

e A lap ora gap? ... The laying of 
one transparent color over another, 
or the laying of a transparent over 
an opaque, produces a third color. 
Ordinarily, it’s better to leave a gap 
between two transparents to avoid 
the third-color effect. However, in 
some cases where additional em- 
phasis is required, the third color 
can be an effective means of achiev- 
ing that emphasis. Here the judicious 
use of a lap can serve a distinct pur- 
pose. An overlapping opaque blots 
out the color it covers without pro- 
ducing a third color. 


A Few “Rules-of-Thumb” 


e When in doubt ... outline . 
When featuring some part of your 
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Laying First Color .. . Airbrush transpar- 
ent color, diluting with equal amount of 
lacquer thinner. Spray area slightly larger 
than panel shown. 


Rendering White . . . Rule in white on 
each side of silver lines with a ruling pen. 
Flow in with brush all solid areas and 
between ruled lines. 


design in natural foil, you can often 
focus interest on it by outlining it 
with opaque. Conversely, a design in 
either transparent or opaque color 
can frequently be made to stand out 
by outlining it with foil. Strong titles 
outlined with aluminum are highly 
readable. (A case in point: the Reyn- 
olds Wrap carton.) 

e There’s movement in foil... The 
slightest movement alters the ap- 
pearance of aluminum foil. It changes 
its illusory colors as it moves, or as 
the light or the viewer moves. Foil’s 
movement is one of its greatest ad- 
vantages as an attention-getter and 
accounts for much of its popularity 
with packages. This same trait works 
equally well for the advertiser as 
for the packager. 

e Copy on foil... mighty risky... 
Body copy should never be printed 
directly on foil; it’s too difficult to 
read. Better results are obtained by 
first laying an opaque white or some 
other opaque color, and then over- 
printing the copy on the opaque 
background. Copy is most legible on 
opaque, and it’s got to be legible to 
be read. 


e Patterns are perfect .. . Patterns 


Masking . . . All the areas which are to 


remain transparent are covered with a 
mixture of masking glue, a touch of pos- 
ter white and small amount of water. 


Finishing Touches . . . Before applying 
One Opaque color on top of another, the 
Opaque base coat should be airbrushed 
with lacquer and allowed to dry. 


printed on aluminum foil are superb 
for attracting interest. Both opaques 
and transparents break up the re- 
flectivity of the foil, and both are 
extremely effective when laid in pat- 
terns on a foil background. Patterns 
lend added interest to the natural 
movement of the foil, and vice-versa. 
e Two-color magic ... Two equals 
three when you use two transparent 
colors, or one transparent and one 
opaque, on aluminum foil. The two 
colors can be used to produce a vivid 
three-color effect. A true yellow, 
however, cannot be a satisfactory 
transparent color—it becomes gold. 
The only way to retain the yellow 
appearance is to mix some white pig- 
ment with the yellow, which auto- 
matically reduces its transparency. 

e Process on foil? ... You can print 
process on aluminum foil by using 
standard letterpress, lithographic or 
rotogravure equipment. 

e This is only the beginning .. . Foil 
is an effective medium for effective 
advertising. The use of aluminum 
foil in advertising will develop more 
in the next few years than it has in 
all the years of the past. Its possibili- 
ties in advertising and packaging 
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is a business paper that has been treated with titanium to increase its whiteness. The titanium also 


reduces show through and hence it falls under the classification of 
an opaque bond. 


Although it is a 25% rag bond, it has the appearance of more 
expensive papers. 


Because of its reasonable price, Neenah Opaque can be used 
for letterheads from the sales department or for mass mailings 
that require a prestige look. 


Because of its striking brilliance, Neenah Opaque can be used 
by the president of a company for his prestige letterheads. 


Would you take a moment to examine the business papers you 
are now using? Perhaps you can find a place where an outstand- 
ing paper such as this will serve you better. 


Please send me the booklet ‘The Facts about The Quality” and 
samples of opaque papers. 


Signature 


GOTT) 4 Attach to your letterhead and mail to: 
: Ce NEENAH PAPER COMPANY 


Neenah, Wisconsin 
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Author Birnie 


. finds foil is fun 


have hardly been touched upon. Cre- 
ative minds will produce ideas in foil 
that will astound even those of us 
who make a living in it. 

The unique surface of aluminum 
foil guarantees attention and en- 
hances the beauty of the design 
printed on it. From the artist’s stand- 
point, foil is a medium with endless 
possibilities. Every artist who tries 
his hand at designing on foil will 


discover new tricks and truths that 
will stand him in good stead the 
next time he wants something truly 
different and spectacular. 
e Rendering on aluminum foil .. . 
Rendering on foil is not easy. Neither 
is it too difficult. With a little pa- 
tience, plus a careful reading of 
these instructions, you will find the 
job is much easier than you antici- 
pated and well worth the extra 
effort. 

Let me give you a few basics be- 
fore we go into a sample rendering 
job step-by-step. 


The Tools of the Trade 


e Good grade tracing paper for lay- 
out. 

e Hard lead drawing pencil or stylis. 
e Paasche Weather-Resistant Trans- 
parent Colors or Richart Spirit 
Transparent Colors. 

e Clear lacquer, lacquer thinner and 
retarder. 

e Airbrush for spraying transparent 
colors—Paasche Type H-3. (If the 
layout artist does not have access 
to an airbrush, renderings requiring 
transparent colors can be made on a 
colored foil stock.) 

e Airbrush for spraying lacquer (I 
do not recommend using same air- 


brush for both — Wold-W-9. Ren- 


Two-Color Magic . . . With one transpar- 
ent and an opaque on aluminum foil, the 
two colors produce a vivid three-color 
effect. Note (opposite page) the three- 
color effect achieved by combining ma- 
genta and opaque white. 


dering on foil has also been success- 
ful using “Krylon Plastic Spray” as 
a substitute for airbrush clear lac- 
quer.) 

@ McCormick’s Iron Glue or Car- 
ter’s Mucilage. 

e Grumbacher’s Poster Colors. 

e Red Cross Surgical Cotton. (This 
cotton is recommended because it is 
free of fibres which would scratch 
foil surface when rubbing.) 

e Good quality sable brushes: #00, 
#0, #1, #2, for large background. 
e Magnesium Powder. This can be 
purchased in any drug store. 

e Non-Crawl. Most art supply stores 
can furnish this. Use for mixing with 
poster colors. 


Additional ‘‘Rules-of-Thumb” 


e Always airbrush clear lacquer 
over any opaque color before apply- 
ing another opaque color, then dust 
with magnesium powder. This clear 
lacquer airbrushing is not necessary 
when using transparent colors. They 
have a lacquer base. Always, how- 
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A truly distinguished text and cover paper, made 
in excitingly different ‘“‘bold pastel” colors and 
a handsome brilliant white. 


For outstanding design, modern or traditional, 
Shalimar’s distinctive, delicate texture is a must 
for higher quality reproduction. 


It’s perfect for folders, booklets, programs, 
announcements, accordion folders, broadsides, 
greeting cards, self-mailers, screen process 
folders and die-cut sales promotional material. 
For samples of Curtis Shalimar, call your paper 
merchant. He’ll gladly supply sample books, 


layout size sheets or made-up dummies to fit 
your specifications. 


CURTIS PAPER COMPANY 
» NEWARK, DELAWARE 
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ever, dust with magnesium powder. 
e If corrections have to be made 
during course of rendering, you can 
wet end of brush or swab of cotton 
and wipe off error. The lacquer pro- 
tects the color underneath. 

e When airbrushing lacquer, always 
start at bottom of sketch and move 
upward, using horizontal strokes. 

e When matching colors, always test 
sample swatch on foil and spray with 
Krylon Plastic Spray or clear lac- 
quer. 

You will find it convenient quite 
often to use a masking procedure 
in rendering. You may want to mask 
in order to keep a color from adher- 
ing to your rendering. More often 
you will want to mask to protect a 
color already laid, so that a remov- 
ing agent can be used to take up areas 
of that color not wanted. If you will 
remember that your transparent 
colors have a lacquer base and that 
your opaque colors have a water 
base, you will be saved a lot of con- 
fusion. 

A glue mixture (water base) pro- 
tects transparent colors against 
wash-away by lacquer thinner. Lac- 
quer protects opaque water colors 
from wash-away by water. In the 
rendering discussed in following 
step-by-step instructions, we sprayed 
on transparent red, then painted a 
glue mixture on the exact area we 
wished to retain in red, then washed 
off all unwanted red with lacquer 
thinner. Finally we removed the 
glue mixture with water. 


Step One—Preparation 


The first step necessary for a full 
rendering is the preparation of a 
clear, comprehensive layout on trac- 
ing paper. Next, mount a piece of 
foil stock to smooth board stock with 
masking or Scotch Tape. Foil stock 
with paper backing is preferable. A 
coat of clear lacquer is airbrushed 
over surface of foil and then allowed 
to dry. For airbrush use, all lacquer 
should be diluted: one part lacquer, 
three parts thinner, and approxi- 
mately three tablespoons of retarder 
per eight ounces of solution. 


Step Two—Laying First Color 


Next, we determine which of the 
transparent colors is to be air- 
brushed onto the foil first. Since in 
this particular label we have a fair 
amount of reverse silver lettering 
to be indicated on the red area, red 
is sprayed first. The transparent 
colors direct from the bottle are very 
intense in value, so should be di- 
luted with about an equal amount 
of lacquer thinner. 

An area slightly larger than the 
panel shown is sprayed, then our 
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They call it the 
“King” of the lift trucks 
it’s Hyster’s new RC-150 
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Get a lift with Quality! 


It is a simple matter of fact to important firms like 
the Hyster Company that an impressive letterhead paper makes 
good sense and better business. Being quality-minded, they choose 
Strathmore for its superiority. They write their letters on it with 
a good deal of corporate pride. You can share this experience—just 
ask your supplier to show you samples of your own letterhead de- 


sign on Strathmore. 


The Hyster Company is industry’s strong right arm! 
Hyster makes those extraordinarily powerful lift trucks and car- 
riers (Straddle Trucks, Karry Kranes, etc.) you see around indus- 
trial plants these days. These are the machines that can lift and 
move just about anything with the greatest of ease—refrigerators, 
apples, steel pipings. They save time and they lower handling 


costs considerably. 
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OPAQUE 
PARCHMENT 


Is the answer for those Cata- 
logs, Sales Manuals and Rate 
Books where bulk is an impor- 
tant factor. Strong and durable 
with high opacity, for two side 
printing. Excellent for both letter- 
press and offset, reproducing 
line, halftone and color work 
with high fidelity. Write now to 
Dept. R for your FREE Opaque 
Sample Kit, showing the Cockle 
and Smooth Finishes. 


MILLERS FALLS PAPER CO. 
Millers Falls, Mass. 


. for more details circle 213, page 127 
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tracing is laid over this area and the 
outer dimensions of the label, plus 
panel areas, including green, are 
traced. Copy that is to be in reverse 
and silver is also traced now. (Trace 
lightly, using hard lead pencil or 
stylis. It is not necessary to use 
carbon paper or graphite on reverse 
side of layout when tracing onto 
foil.) 


Step Three— Masking 


A mixture of masking glue is now 
prepared by adding a touch of white 
poster color to glue to give it legi- 
bility, and a small amount of water 
to give it the right consistency. All 
areas that are to remain transparent 
red are covered, cutting around all 
small copy as in doing reverse letter- 
ing. After glue mixture completely 
dries, dip cotton in lacquer thinner, 
squeeze out excess, and rub exposed 
areas gently. After red is removed, 
wet clean cotton with water and 
wash off remaining glue mixture. 


Step Four—Laying Second Color 


The above step should be followed 
in spraying transparent green area. 
We are now ready to trace in the re- 
maining lettering and white back- 
ground. In preparing white colors 
and all opaque poster colors, they 
should be diluted with just enough 


- WOW /T CAN BE TOLD/ 


yr WHOLE Sales| Story When You — 


, 


The Mill of Fine Lightweight Papers 
Bridge St. Brownville, N. ¥. © 


water to retain a fairly heavy con- 
sistency. Add about two or three 
drops of Non-Crawl. Dust on mag- 
nesium powder with soft cotton over 
entire sketch. Blow off excess leese 
powder. 


Step Five—Rendering White 


Rule in white on each side of silver 
lines with ruling pen, taking care not 
to bear down too heavy with ruling 
pen, which might leave indentations 
in foil. After lines are ruled in, flow 
in with brush all solid areas and 
between ruled lines. When applying 
any large flat areas of opaque colors 
on foil, be sure table top is level se 
color will not flow to lower area. In 
printing, the same transparent colors 
on this label were overprinted en 
the white. 


Step Six—Finishing Touches 


In preparation of the sketch, an 
opaque color would have to be 
mixed and applied by brush. Before 
any opaque color is applied on top 
of another, as in this case the red 
or the green on white, white area 
should be airbrushed with lacquer 
and allowed to dry. 

When rendering is completed, give 
entire sketch final protective air- 
brushing of lacquer to prevent any 
smearing of colors in handling. 44 


New Mambo Colors Add 
Impact to Direct Mail 


Capitalizing on the demand for 
more color in all forms of advertis- 
ing, Wolf Detroit Envelope Co., De- 
troit, has introduced a series of bril- 
liant “impulse” colors for letterheads 
and envelopes. Called “Mambo Col- 
ors,” they bear such names as Flame 
Red, Lime Green, Peacock Blue, 
Sandstone White, Spring Green and 
Harvest Pumpkin—and the names are 
on the conservative side when com- 
pared with the actual colors they 
describe. 

Inspiration for the new colors came 
from a local source—Detroit’s auto- 
mobile manufacturers who went all- 
out to top their competitors in 
adding new hues to their latest mod- 
els. Primarily designed for direct 
mail use, the new Mambo line is said 
to have found especially high accept- 
ance from women. 

Strangely enough, among the first 
to use the shocking colors were 
usually conservative real estate com- 
panies, insurance agencies and banks. 
Additional details are available. 


For your copy circle No. 104 on the 
Readers’ Service Card inside back cover. 
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Planned Personalize 


By personalizing menus, reminder cards, matchbooks, gifts—all its 


By Haviland F. Reves 
AR Detroit Correspondent 


A quality restaurant in Detroit has 
created an established clientele 
through the use of a consistent pro- 
motion program which has personal- 
ized the establishment in the minds 
of the eating public. 

Restaurant promotion, in many 
ways typical of general retail pro- 
motion as a whole, is often charac- 
terized by some individually success- 
ful projects. But these usually are 
single activities, not part of a long- 
range program that works steadily 
toward a clearly-understood goal 
with a rate of progress that may be 
checked and measured. 

The basically personalized promo- 


services to customers—a famous Detroit restaurant has built a 


clientele that feels it is a distinction to “belong.” 


tion that the London Chop House has 
planned and carried through may 
well serve as a suggestive model to 
any business catering directly to the 
public. That personal element func- 
tions in two directions: 

e To establish the individual quality 
of the restaurant itself. 

e To direct promotion to the spe- 
cific guest, so that he will feel that 
the management is taking a genuine 
personal interest in him and in his 
tastes. 

The London Chop House is a res- 
taurant in the basement of an old, 
small office building on the outgrown 
fringe of the city’s financial district. 
Established in 1938, it is operated by 
Lester and Samuel Gruber and Al- 
bert Woolf—two brothers and their 


brother-in-law. The restaurant seats 
170 people, has a staff of 90, and cur- 


rently enjoys an annual volume of 
$1 million. 


> Chop House promotion, which has 
been handled by Schurgin Associ- 
ates since 1946, has gone through two 
major phases, each governed by de- 
liberate objectives. A nearly total 
change of advertising technique oc- 
curred as the program moved into its 
present second phase, a change of 
pace that is the basic lesson of the 
whole program. 

“The first part was a campaign di- 
rected at acquiring a large consistent 
clientele—that wonderful group we 
all love, the repeat customers,” ex- 
plains Lester Gruber. “As a result of 
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this phase of the campaign, the lim- 
ited seating capacity was severely 
taxed. Unit-wise, the operation was 
stymied. Immediate future volume 
increase would have to be dollar- 
wise. 

“So the program went into its sec- 
ond phase. We began to play down 
the overt solicitation of new business. 
Instead, we concentrated on stimu- 
lating in the now-consistent clientele 
a feeling of belonging. We did every- 
thing we could think of to flatter the 
ego of the guest within the limits of 
good taste.” 

That sums up the thinking that has 
guided London Chop House promo- 
tion in both its phases for more than 
a decade. 


>The total promotional and mer- 
chandising activity of the Chop House 
was divided into four basic cate- 
gories, according to objective and 
technique. 
1. For the general public. 
Newspaper advertising was the key 
to business building in this phase of 
operation. The scope of total promo- 
tion may be illustrated by a break- 
down of the 1946 advertising budget. 
e Newspapers 
e Direct mail (including 
$2,000 for postage).. 
e Other media .. 


6,000 
— 
..... 13,000 

Unusual newspaper advertising 
was used, largely pictures of visiting 
celebrities. These were taken on the 
spot by one of the hostesses who was 
trained in the use of a press camera. 
The pictures were used in two or 
three column layouts, with identify- 
ing interest captions beneath, plus 
the name, address and phone num- 
ber. 

People in show business and sports 
were naturals for this type of pro- 
motion. In turn, the advertising men- 
tioned the reason for the celebrity’s 
appearance in town—a show, concert 
or sports event usually. No open en- 
dorsement of Chop House food and 
service was solicited, but with the 
typical public-consciousness of such 
people not a one declined the use of 
his picture during the some two years 
this program was run. 

The same type of news picture was 
used on post cards, for giveaways to 
customers primarily, as well as for 
some direct mailing. 


> A fulltime publicist was employed, 
giving the Chop House access to spe- 
cial mentions in newspaper and radio 
columns, together with a regular 
channel set up to place news releases, 
feature stories, pictures and informal 
tidbits of information. Tie-ins were 
made with publicity campaigns cur- 
rently on, and national publicity also 
was sought—some stories about the 
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Jock Milen 


For the “Inner Circle” . 


THANK YOU... 


for your telephone reservation 
we appreciate it! 


LONDON CHOP HOUSE 


Om, 


& 


DETROIT 


. . Regular customers receive special reminder cards before 


birthdays and anniversaries. Out-of-town guest, brought in by a “’regular,’’ finds a table 
reservation card and bookmatches printed with his name. If a phone reservation is made, 
a card similarly imprinted holds a dime to reimburse the customer. 


distinctive Chop House appearing in 
both consumer and business publica- 
tions of national circulation. 

In an unusual move for a restau- 
rant, outdoor advertising was used 
with 24-sheet posters used at a care- 
ful selection of strategic 100% traffic 
type locations. 

Ticket envelopes were imprinted 
with Chop House advertising and dis- 
tributed through theaters, ticket 
agencies and stadiums for use by le- 
gitimate theaters and sports events. 

Various types of internal promo- 
tion, which ultimately grew into the 
third category, were used during this 
period when the appeal was primarily 
to the dining public as a whole. Typi- 
cal were: 

e A daily news bulletin, mimeo- 
graphed at 11:30 a.m., and based on 
a tie-in with a radio station which 
furnished the latest news bulletins in 
brief. This was designed for the busy 
man to read at lunch time. 

e A periodical publication, “Between 
Us Gourmets.” The publication was 
eight pages and printed in two colors. 
It included chiefly pictures and chat- 
ter of visitors at the Chop House and 
was issued at irregular intervals. The 
experience gained with the publica- 


tion led, in 1949, to the highly suc- 
cessful “Chop Talk.” 
2. For the Concentrated Group. 
The London Chop House has de- 
veloped what it calls the Inner Circle 
—people who are more or less regu- 
lar customers. Basically the Inner 
Circle includes charge account cus- 
tomers—a practice that is encouraged 
and carefully and tactfully handled. 
The listing runs about 10,000 names. 
Some people request to be added to 
the Inner Circle, some inquire about 
it when they hear the magic phrase, 
and some are added on the initiative 
of management. A typical mailing to 
a new member includes: 
e A courtesy card, individually 
typed, and enclosed with a folder ex- 
plaining its use. The courtesy card 
indicates the guest will have special 
consideration and serves as a basic 
credit account identification as well. 
e A special card notice explaining 
the difference between an invoice and 
a monthly statement. The former is 
mailed promptly in 24 hours, while 
the customer’s memory of details is 
still fresh and any misunderstanding 
can be cleared up. Payment is not 
expected until the statement is sent 
at the end of the month. 





e A records memo, sent out periodi- 
cally thereafter to keep the lists up 
to date. The records memo provides 
not only basic credit information but 
also significant information like 
birthdays (holders, wife’s, husband’s, 
children’s), anniversaries, etc. 


e An introductory copy of the Inner 
Circle publication, “Chop Tatk.” 
Emphasis on “Chop Talk” makes 
up the bulk of the basic promotional 
policy today. While format varies 
from time to time, this is essentially 
a four page, attractively printed book 
for the Inner Circle that is sent faith- 
fully to the list of 10,000 once a month. 


>Coatent of the four page typical 
issue of “Chop Talk” includes notes 
on people of interest and especially 
material connected with gracious liv- 
ing—notes by Mr. Gruber on restau- 
rants and taverns to visit in Mexico 
fine dining spots in California or New 
York, reports on good eating in Eu- 
rope as reported by regular patrons. 

A special European edition is pub- 
lished annually in pocket-size format 
and this has become a recognized 
special guidebook to European eat- 
ing. An extra supply of 5,000 is used 
to fill special requests for copies from 
Chop House patrons for their indi- 
vidual friends and business contacts 
who may be going abroad. 

“Chop Talk” has little to say about 
the Chop House. It is wholly institu- 
tional publicity for good eating, ac- 
tually sending the customers to res- 
taurants elsewhere. It is edited to 
implement the basic assumption that 
the patron who appreciates quality 
food will probably be a London Chop 
House patron when in the Detroit 
area. 

The basic 3x5” customer record 
card with its wealth of information 
is used to make up a complete series 
of birthday and anniversary cards. 
In advance of each date, the staff will 
pull the cards and have on hand a 
complete list of customers who will 
celebrate a wedding anniversary, 
wife’s or daughter’s birthday, or other 
memorable occasion. 

Suitable reminder cards are sent 
out in advance to the Inner Circle 
members, and many a customer has 
come to rely upon this reminder 
service and appreciate its source. The 
logical way to celebrate, it is subtly 
suggested, is with dinner at the Chop 
House. 

3. Internal Promotion. 

When the out-of-town guest is 
brought into the Chop House by a 
friend, who has made advance reser- 
vations, he finds at his place a table 
reservation card and some books of 
matches, each with his own name in- 
dividually printed in gold. If a phone 
reservation has been made, there will 


be a card similarly imprinted, hold- 
ing a dime to reimburse him for the 
cost of the call. 


>The imprinting is done quickly in 
the office by means of a Kingsley gold 
stamping machine, which cost $165. 
The printing equipment is flexible, so 
that various special messages for par- 
ticular and seasonal occasions can be 
provided. 

The anniversary and birthday data 
in the files is called into daily use. 
From the dated file of index cards a 
daily list of all patrons having such 
occasions is typed up for use by the 
hostesses. Since most customers come 
to be known by name, the hostess 
simply examines the list when the 
customer comes in and if he has an 
anniversary—although it may not 
even have been mentioned—the sys- 
tem goes into action. 

The customer soon finds matches 
with a “Happy Birthday” or such 
suitable greeting on his table, im- 
printed with his own name, and a 
gift for the occasion. The gifts in- 
clude perfume, wallets, imported bar 
gadgets, etc. The item given is posted 
on the customer record and consulted 
the next year so it will not be dupli- 
cated. 

Gag cards—over one million of 
them—have been given out as con- 
versation pieces. About a dozen have 
been used, with about six varieties 
normally available at a time. A sup- 
ply for the customer to pick up is at 
the cigar counter. Occasionally the 
manager may bring one or two over 
to a table and present the idea to the 
patron in friendly conversation. 

Three types of post cards are being 
used—one each for luncheon, dinner 
and supper appeal. A supply of each 
is kept on the cigar counter. These 
are distinctive, being derived from 
the faces of old menus. 


> Caricatures by a well-known art- 
ist, Hy Vogel, decorate the ceiling 
and walls of the restaurant and serve 
as an important type of internal pro- 
motion. These serve to draw people 
to the place just to try to recognize 
some of the caricatured personali- 
ties. 

Bon voyage parties are a familiar 
event at the Chop House, and are 
produced with a sense for the dra- 
matic. Table decorations are impres- 
sive, usually built around a stainless 
steel DC3 model as a centerpiece. 
Smaller plastic planes are used for 
individual decorations. Place mats 
are full color laminated plastic re- 
productions of famed scenes abroad, 
such as the Taj Mahal or St. Mark’s 
Square. These special decorative ac- 
cessories have been furnished by 
various airlines. 

The room is also used for a con- 
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to make your premium, nov- 


elty or product sparkle ! 


Use GOLDMARK*—it's 
23K genuine gold and the 
only pressure sensitive trans- 


fer foil on the market. 


WITH 


GOLGMAA/S* 


—you can draw or write on 
almost any flat surface with 
simple pressure of pencil or 
ball-point pen. Makes your 
premium or product different, 


personal and attractive 


Write Dept. AR for information 


and name of nearest distributor. 


HASTINGS & CO., INC. 


2314 Market Street, 
Philadelphia 3, Pa. 
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You Have Massthilities ot 


Becoming a Complete Stranger 


The London Chop House 


YOUR STORY HAS 
TOUCHED MY HEART 


Never before have | met anyone with 
more troubles thon you 


Please accept this token of my sincerest 
sympathy. 


Since this is one of the largest drinks served in 
Detroit, may we ask you to please leave the 
name and phone number of your nearest of 
kin, to be used only in case of emergency. 


& The Management 
«Se » LONDON CHOP HOUSE 
rd 


T 


Gag Cards .. . Above are three examples 
out of a dozen which have been used. 
Over a million have been given out. 


tinuing art show, with some 25 pic- 
tures from young local artists on dis- 
play. All types of art are shown and 
the pictures are offered for sale, with 
many purchases. The entire gallery 
is changed two or three times a year. 

Timed promotion is used when a 
new art exhibit is hung, with a re- 
port on the artists represented in the 
current issue of “Chop Talk” and 
special table tents which serve to call 
attention to the new pictures. 

4. Special Merchandising. 

The daily menu remains the basic 
medium at the Chop House, sum- 
marizing what the restaurant is real- 
ly selling. Arrangement is designed 
to do a selling job, with a pleasing 
quotation at the top designed as an 
interest or conversation piece. 

Personalized attention to the indi- 
vidual customer is also invited, with 
a note that “any diet prescribed by 
your physician will be prepared by 
the chef personally.” 

The menu, complete with special- 
ties named after the chef and after 
regular patrons, is built to encourage 
the customer to adventure in foods 
and thereby achieve the specific goal 
of promotion, to increase the average 
sale. 

A large button with the figure “114” 
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on a white background is worn by 
each waiter and inevitably invites 
inquiry. The answer is promotion, 
too—the whisky drinks contain 1% 
ounces, served in a two-ounce glass. 

The price appeal is used cleverly in 
a restaurant where the average bill 
is obviously substantial. Thus, a table 
tent, tailored especially for the cock- 
tail hour clientele, may offer a five 
cent special frank or a ten cent canape 
special. 


> Special imprinted cigar holders are 
used, with an appeal for the man who 
appreciates the quality of cigars sold 
by the Chop House. This is an epi- 
tome of the basic appeal of the res- 
taurant to people who are conscious 
of good taste. 

Combining these three latter types 
of promotion, although founded upon 
the earlier use of more general-ap- 
peal media, the Chop House is di- 
recting its program to the people who 
already know it, so they will become 
even better patrons, while constantly 
adding new names to this basic pro- 
motional list. 

The current breakdown shows how 
thoroughly the nature of selected 
media has changed to a more per- 
sonalized type of promotion. 
e “Chop Talk’”—monthly 

house organ ..... 
e Other direct mail 

(cards, announcements, etc.) 5,000 
e Gifts (anniversaries, 

birthdays, etc.) -..... 
e Tent cards, gag cards, 

post cards, ote. ........................:. 2,000 

The total advertising outlay at 
present thus is $20,000 annually, 
about 2% of gross volume. 44 


.$8,000 


. 5,000 
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O} Let Us Down the Seafood with Schuppers ! 


New Brunswick jot 
. Dungeness crab 


Smoked Col | 


Swedish 
orado shnmps La 
maze 


Guinness 


‘arf a pint of ‘arf and art 


Chop Talk . . . Four pages long, it goes to 
10,000 people each month. 


Topper Tables Double 
As Premiums, Displays 


A unique combination of premium 
and display is offered by Bridge 
Tables & Novelties Inc., Lowell, Mass. 
Advertising messages are incorpo- 
rated on the tops of bridge tables, 
coffee tables and tilt-top tables, 
which, after serving as effective win- 
dow or store displays, can readily be 
put to use in the home or store. 

A standardized card table—includ- 
ing the necessary special plates, art- 
work and production—can be pur- 
chased in quantities for as low as 
$2.50 per unit. An exclusive process 
of plasticizing lithography has been 
developed by the company for apply- 
ing advertising messages to the 
tables. 

A typical tilt-top card table has 
a top measuring 27x27”. In “stand- 
ing” position, the entire top serves 
as an advertising display area. When 
opened, the “display” becomes a 27”- 
high table. 

Another tilt-top table has a dis- 
play area 15x26”. When opened, it 
becomes a 20”-high coffee table. 
Many other designs are also avail- 
able. 

In addition to combination display - 
premium applications, the company’s 
entire “Topper” line can be used for 
premium campaigns alone. The com- 
pany offers a variety of special pre- 
mium services including displays 
and posters, signs, newspaper mats, 
radio and tv scripts, redemption cou- 
pons, punch cards and direct mail. 

The Topper line includes a variety 
of special-use tables and chairs. 
Complete details are available. 


For your copy circle No. 105 on the 
Readers’ Service Card inside back cover. 


Low-Cost Calendars 
Offered by Liberty 


Color reproductions which look 
and feel like actual photographs are 
featured on the new low-cost Glen- 
olden Color-Brite calendar devel- 
oped by Liberty Advertising Co., 
Swarthmore, Pa. 

Color-Brite calendars are printed 
in four colors on Kromekote and fea- 
ture a 12-month-at-a-glance calen- 
dar. Two sizes are offered—51x7” 
and 9x12”. In addition to other fea- 
tures, the calendars are washable. 

In addition to several stock scenic 
photographs, the calendars can be 
produced using an advertiser’s own 
transparency. Approximate produc- 
tion time is eight weeks. 

Samples and additional details are 
available. 


For your copy circle No. 106 on the 
Readers’ Service Card inside back cover. 





Last Call... 


AR Gives “Lift” to Last-Minute Shoppers 
With List of Business Gift Suggestions 


For worried admen who waited till 
that well-known “last minute” to 
select gifts for customers, prospects 
or business associates—AR presents 
a supplemental list of business gift 
possibilities. 

Picked from a wide assortment for 
originality, usefulness and conven- 
ience, these gifts come in a wide 
range of prices and include that “dif- 
ferent” type of gift as well as the con- 
ventional type. At the end of each 
item, we have indicated the source 
for additional information. 


e Food Gifts . . . An unbreakable 
foam-plastic ice bucket filled with a 
rare cheese assortment is offered by 
H. C. Prange Co. for $19.85. Included 
are sharp rindless cheddar, may- 
bloom swiss, robust port salut, bleu, 
old fashioned brick, baby gouda and 
a variety of square-cut edams. A 
catalog shows many other packages 
available. 
H. C. Prange Co., Sheboygan, Wis. 


e Pepper, Coffee, Nutmeg Mills and 
Gourmet Accessories ... Pepper mill 
sets and similar items are available 
from George S. Thompson Corp. in 
rare woods and early American, ro- 
mance and Swedish modern designs. 
Other styles include Cape Cod, Eng- 
lish hobnail and Chinese willow. 
Salad, condiment, jam and relish 
caddies and fork and spoon sets are 
in the Thompson line. Prices range 
from $4.95 to $14.95. 


George S. Thompson Corp., 509 Mis- 

sion St., South Pasadena, Cal., and 

225 Fifth Ave., New York 
e Wrought Iron . . . Among the 
wrought iron items offered in the 
catalog of Joal Mfg. Co. are a maga- 
zine rack, smoking stand, snack table, 
telephone stand, step table, lamp 
table and beverage caddy. Prices 
range from 90¢ for a heavy gauge 
black wrought iron magazine rack to 
$11.50 for a folding table. 


Joal Mfg. Co., 1631 S$. Michigan Ave., 

Chicago 16. 
e Distinguished Foods . Gaily 
festooned boxes, trays, baskets and 
hampers contain fruits, imported 
cheeses, preserves, jellies, candies 
and beverages. Some delicacies in- 
clude Rock Cornish Game Hens, 
$1.89 each; pheasants, $6.50 a pair; 
jumbo size squabs, $1.79 each. A 
complete price list is available from 
the company. 


A. J. Tassi Co., 13204 Shaker Sq., 
Cleveland 20. 


e Swiss Colony Cheese ... A wide 
variety of cheese items, including a 
Cheese-of-the-Month plan, is of- 
fered in the Swiss Colony catalog. A 
unique gift suggestion is the “High- 
land Grill,” which comes packed 
with 4 Ib. of cheese. Designed for 
outdoor cooking, the grill has a re- 
movable firepot and usable tray 
eover; charcoal may be carried in 
the container. The price is $12.45. 
Other gifts range in price from $5.75 
for the Alps Blue Box, 3% lb. of as- 
sorted cheeses, to $29.95 for a 14% 
lb. hamper. 


Swiss Colony, Monroe, Wis. 


@ Doodler’s Diary .. . A unique 
Christmas gift idea is Ray Thomp- 
son’s “Doodler’s Diary for 1956.” 
The 56-page 6x9” book has a sep- 
ate page for each week of the year 
with plenty of uncompleted 
“doodles” on each page to keep the 
recipient busy for a whole year. 
Prices range from $1.25 each in 
quantities of 50 to 80¢ in 1,000 quan- 
tities—including a four-line cover 
imprint. 


Ray Thompson Studios, P. O. Box 126, 
Abington, Pa. 


e Christmas Foods Catalog... A 16- 
page catalog describes Christmas gift 
items from soup to nuts for H. Hicks 
& Son. Baskets of fruit, holiday deli- 
cacy boxes of fruits and chocolates, 
selections of imported foods, cheeses, 
spices, and caviar are included. Each 
gift is gaily wrapped with Christmas 
cheer. 


H. Hicks & Son Inc., 16 E. 49th St., 
New York 17. 


e Pleasure Chests ... For that gour- 
met on your Christmas list Stock 
Yards Packing Co. offers chests of 
aged prime beef selected from prize 
steers. Guaranteed to be delivered in 
perfect condition when delivered, 
they are shipped quick-frozen on 
dry ice. 

Available in two sizes, the “chest 
of steaks,” priced at $30, contains six 
boneless Sirloin strip steaks. The 
“Prime Beef Chest,” for $75, contains 
enough steaks, roasts and chopped 
beef to feed four people for a month. 
Each “Pleasure Chest” comes in a 
distinctive gift box. 


Stock Yards Packing Co. Inc., 340 N. 
Oakley Bivd., Chicago 12 


e Toilet Kits ... Three kits have 
been made available by Amole Inc.— 
the Birchbrook set for men and the 
Helen Wood bath kit and the Lady’s 


razor kit for the fair sex. Birchbrook 








at $3.95 includes a gold fingernail 
nipper, a cigaret lighter of brown 
alligator with gold trim and a 4-oz. 
bottle of after-shave lotion. Pack- 
aged with an outside wrapper of 
floral design embosses on foil paper, 
the bath kit contains a 2-oz. jar of 
deodorant, and 8-oz. bottle of Helen 
Wood Lotion and 8 ounces of Aqua- 
foam bubble bath. This set is $3, and 
the razor kit, containing an 8 oz. 
bottle of follow-up body lotion and 
a lady’s electric razor retails for 
$6.95. Quantity prices are available. 

Amole Inc., Box 995, Dayton 1, O. 


e Citrus Fruits ... From the Alamo 
country in the Rio Grande Valley 
packages and baskets of citrus fruits 
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YOU GET ALL O 


@ INCREASE YOUR SALES! We have hun- 
dreds ef exclusive premium items from 
which to choose. Millions of boxes of 
foods and staples have been sold with Utica 
premiums. You tell us how much you can 
spend per case — 15¢, 40¢, $1.00 or $5.00 
— we'll do the rest. 

EXTRA INCENTIVES! You'll also get Sales- 
men Incentives and your ‘‘Best’’ salesman’s 
prize! . 


1A WHAT'S YOUR I; 
BUDGET? 


FAMOUS 
CANDLELIGHT 


df Out “Sodayg/ 
Cumet Toa Wats ht Smet} 


UTICA CUTLERY CO. 

818 Noyes St., Utica, N. Y. 

Gentlemen: Please tell us how you do it. 
We're interested in Dealer premiums. 
| Name 


Company 
Address 


cin , State all 
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PACKAGING PROBLEMS! 


Metal Arts can help solve 
them at no cost to you. . 
Our custom-design depart- 
ment engineers are special- 
ists in the field of metal 
package design. 


METAL ARTS COMPANY 
Dept. 23 ° 742 Portland Ave. 
Rochester 21, N. Y. 
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INVISIBLE INK 
POST CARDS 


DIP IN WATER and “Presto” your own 
Message and Greeting Appears Instantly. 


When Card is Dry—Message Disappears. 
Dipped in Water Again Message Reappears. 
Same Card can be Used Many Times. 


MAGIC HORSE RACE Tissue. Start 


Race with lighted Cigarette for Win- 
ners. 


FLEX-A-FACE Post Cards of 500 
Comic Cartoon Chain Faces. 


JOBBERS WANTED 
Write on Letterhead for Free Samples 


M. E. MOSS AND CO. 
11 Irving St., HARTFORD 8, CONN. 
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Perfect item for successful 


OPENINGS AND PROMOTIONS 
Amazing -"y 
Hawaiian 


ALOHA 
PLANT 


Grows from a leaf 
on AIR alone! 


Each individually packaged leaf produces over 10 
sxotic plants. Keeps for months in the bag. 
Prices: $17 per gross; $85 per 1000; all FOB 
Seattle. Fully commissionable to advertising 
agencies. Write for full information today! 


SHERFY‘’S LTD. 


2126 Boyer e« Seattle 2, Wash. 
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Yo reach... 


Buyers who read 
and 
Readers who buy 

in advertising’s 

$3 Billion Production- 
Promotion-Merchandis- 
ing market... try 
Advertising 
Requirements. 

It pays. 
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are available from $4.55 to $13.55. 
These delivered list prices are for a 
quarter bushel carton of pink grape- 
fruit and an 85 lb. box of ruby red 
grapefruit, respectively. A specialty 
item is a Mexican half-bushel bas- 
ket; filled with ruby red grapefruit, 
it lists for $6.70. 


Alamo Fruit and Vegetable Co. Inc., 
Alamo, Tex. 


e Personalized Tool Sets . . . Tool 
sets and individual hand tools, all 
personalized, are included in the 
gift-package line of Vaco Products 
Co. The selection begins with a 
“thank you” greeting card which has 
a personalized midget screwdriver 
mounted on it. Other items include 
pliers, chisels, awls, and reversible 
screw drivers. A brochure showing 
the items and price lists is available. 


Vaco Products Co., 317 E. Ontario St., 
Chicago 11. 


e Magic Phonograph Record . ; 
Children will be fascinated by a 
magic phonograph record of “The 
Night Before Christmas,” for they 
can play the record themselves with- 
out any equipment. Barker Book and 
Toy Co. has the record packed in 
an easel arrangement with the play- 
ing needle in the front upright piece. 
By hand, the child turns the record 
which lies flat and contact with the 
needle plays the record loudly and 
clearly. On the lower portion of the 
easel is a coloring book of the same 
story. Barker will furnish prices and 
details on other stories recorded in 
similar packages. 

Barker Book & Toy Co., Cincinnati 1, O. 


@ Personalized Desk Calendars... 
Over 70 different plastic trade em- 
blems can be mounted on the plastic 
and leatherette desk calendars of 
Mayer Mfg. Corp. Mounted next to 
printed identifications or slogans, the 
emblem adds a 3-D effect. Prices and 
information on other stationery ac- 
cessories are available from the 
company. 


Mayer Mfg. Corp., 3130 W. 5st St., 
Chicago 32. 


e Carafe Royal... Designed in gold 
and black with brass collar, wrought 
iron trunnion, heat-proof jet black 
handle and cover, this hot beverage 
server holds 12 cups in a heat- 
resistant glass serving decanter. 
Complete with stand, the carafe tilts 
easily for serving. Heat is supplied 
with a vigil candle. The unit is of- 
fered for $6.95 by Cory Corp. 


Cory Corp, 221 N. LaSalle St., 
Chicago 1. 


e English Gift Jars . . . Decorations 
on the English glazed pottery jars— 
each with a colorful London scene— 
set the preserves of John C. Brent 
apart from other English preserves. 


The 1 lb. jars contain orange and 
ginger marmalades; black currant 
and Damson plum jams. A set of four 
costs $10.95; a single jar is $2.95. 


John C. Brent, 420 Madison Ave., 
New York 17. 


e Planter and Spoon Rack .. . Nat- 
ural wood beauty shows in an attrac- 
tive combination planter and spoon 
rack of cherry Craftwall by Roddis 
Plywood Corp. The rack has recesses 
in a bar to display six spoons above 
the planter, which includes a light- 
weight, sturdy, waterproof liner. The 
price of the 12x18” rack, which can 
be ordered only by mail, is $3.95 plus 
35¢ postage. 


Roddis Plywood Corp., Marshfield, 
Wis. 
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e Chained Pen... Chatham’s “Ball 
’n’ Chain” pen is simply that—a ball 
point pen chained to any desired 
spot. A rubber suction cup with a 
rotating swivel to hold the idle pen 
will attach to telephones, desks, file 
cabinets, kitchen cupboards, glass 
panels and even automobile dash- 
boards. The pen contains a long re- 
placeable ink cartridge, and the unit 
lists for $1. 


Chatham Mfg. Co. Inc., 915 Broadway, 
New York 10. 


e Barbecue Tools ... For those who 
like to entertain outdoors, Ace Prod- 
ucts Co. has come up with barbecue 
tools of stainless steel with mela- 
wood handles. Several sets are avail- 
able, including a two-piece salad 
servespoon and servefork for $5.95; 
a shish kebob set for four, $7.95; 
and the Ace Master servesware set 
of seven pieces—chef spon, chef fork, 








turner, knife, butter brush, tongs and 
wall hanger—for $24.95. Individual 
tools are also available. 

Ace Products Co., Chalfont, Pa. 


e Select-A-Gift . . . With five price 
categories available, Maritz Sales 
Builders offers a gift plan which al- 
lows the recipient to select his own 
present. The donor decides the price. 
Maritz then sends an illustrated gift 
folder to the recipient for selection 
and handles wrapping, mailing, rec- 
ords, etc. 


Maritz Sales Builders, 4200 Forest Park 
Bivd., St. Louis 8. 


e Cheese Packages .. . Skotch Kool- 
ers and a companion Skotch Grill, 
all filled with fine cheese assortments, 
are special offerings of The Swiss 
Cheese Shop. Like other gift boxes 
available the cheese selections may 
include Alpine Swiss, Brick, Ched- 
dar, Baby Gouda, Smoked Roll, Blue 
Cheese Roll, Wine, Port Salut, Lim- 
burger and Alpine Caraway. The 
Skotch Grill, containing over 4% lb. 
cheese, is $13.25. The Koolers of 1 
and 4 gal. capacities containing 2 and 
414 lb., respectively, are priced at 
$7.85 and $14.85. 


The Swiss Cheese Shop, Highway 69 
N., Monroe, Wis. 


e European Specialties . . . Special- 
ties of Harry Fischel Co. include 
preserves, glaces and chestnuts from 
France and jars of jam and tins of 
berries from Sweden. The Norwegian 
contribution is tins of peeled cock- 
tail shrimps and crab-shrimp-sar- 
dine pastes. In addition to Herz- 
brand hams from Holland, Fischel 
handles Dutch coffee and chocolates 
and such novelties as wooden shoes, 
Blue Delft shoes, windmills, and 
chocolate boxes. Details and price 
lists are available on request. 


Harry Fischel Co., 99 Hudson St., New 
York 13. 


e Import Catalog . . . The wholesale 
catalog of European Import Co. in- 
cludes sections on: glassware and 
gimmicks; seafoods; vegetables and 
pickles; everything for the ‘head 
mixer’; olives, sauces; cocktail snacks 
and nuts; cheeses; fruits, preserves 
and confections; spices, flavoring and 
condiments; coffee and tea; and an 
up-side-down coffee pot, which 
makes coffee the continental way. 
Brochures and catalogs are available 
on request. 


European Import Co., P. O. Box 2205, 
Houston 1, Tex. 


e Pocket, Desk Favorites ... New 
looks and numerous uses have been 
added to pocket, desk and cutlery 
items in a catalog by Larick Mfg. Co. 
Its leather-encased multi-tool, sell- 
ing for $1.85 in units of 100, is eight 
tools in one—screw driver, knife, wire 
cutter, 2%” ruler, cigar cutter, bottle 


opener, nail file and nail puller. Other 


items pictured include game shears, 
carving sets, folding scissors, mono- 
grammed pocket knives and a pocket 
lighter-knife combination. Complete 
price lists and engraving information 
are shown in the catalog. 

Larick Mfg. Co., 287 Broadway, New 

York 7. 
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e Cakes in Baskets . . . Delicious 
white fruit cakes, made with New 
England rum, are packed in wicker 
baskets, available from Grace A. 
Rush kitchens. A basket measuring 
10x3x212” contains a 1% lb. cake and 
with a 4 oz. jar of brandy hard sauce 
retails for $4.25. A larger basket with 
a 3 lb. cake and a 7 oz. jar of brandy 
sell for $7.25. Discounts are made on 
quantity orders. 


Grace A. Rush, Madison Rd., Cincin- 
nati 27, O. 


e Cheese Box ... The Cheese Box 
offers a catalog of cheeses including 
such items as the “Geneva Box” of 
seven different cheeses at $3.50; the 
“Wicker Hamper,” which includes 
ham, bacon, sausage, and ten types 
of cheese at $31.50; and many other 
packages with prices from $4.40 to 
$22.50. The catalog is fully illustrated. 


The Cheese Box, Lake Geneva, Wis. 





e Hand-Painted Breadboards ...A 
useful gift item for the den or kitch- 
en is a decorative breadboard. One 
style is hand-painted with a Penn- 
sylvania Dutch design of the tree of 
life. Another carries the Christmas 
thistle theme. Two sizes are avail- 
able, selling for $3.50 (7x14”) and $5 
(914x19”). 


Joan Cole, Box 173, Rosemont, Pa. 


e Gemstone Jewelry ... Jewelry set 
with genuine gemstones is pictured 
in a 16-page color catalog by E. 
Joseph Cossman & Co. Each gift item 
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Other Popular PIONEER Products 
Ebonettes. SUPER Ebonettes and Bluette: 
Household Gloves. Rock a Dri Baby Pants 

and Rolipruf Surgical Gloves 
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Use records by stars like these 
as your next premium 
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These are just a few of the famous, big-name 
recording stars whose records are now being 
offered as premiums with real mass appeal 














Put your product name right on the label. 





Here is a partial list of other great names 
available to you! 
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Get complete information today. Write, wire 
or call any of the 
Dept. AR- 1011. 


155 East 24th Street, 
New York 10, New York 
445 WN. Lake Shore Drive, 
Chicago 11, Ill. « 
1016 N. Sycamore Avenue, 
Hollywood 38, Calif. « 
1525 McGavock Street, 
Nashville 3, Tenn, 
in Canada, Call Record Department, 





offices listed below, 
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is individually packaged in a lucite 
box and an enclosure gives interest- 
ing information on the history of the 
gemstone used. A set of cufflinks and 
tie-bar retail for about $3, and other 
articles are similarly priced. 


E. Joseph Cossman & Co., 7015 Sunset 
Bivd., Hollywood 28, Cal. 


e Braziers, Grills, Campstools .. . 
The Hi-Lo line of indoor-outdoor 
cookery has been expanded to in- 
clude braziers, chow wagons, sizzlers, 
stoves, grills and campstools. The 
cooking equipment is designed with 
adjustable levels for the heat range, 
and units fold for convenient storage 
and easy portability. The simple 
economy grill is priced at $1.95 and 
the brazier is $17.50, with discounts 
based on a quantity breakdown. 
Union Steel Products Co., Albion, Mich. 


e Binisters ... Kitchen canisters and 
vegetable bins have been given new 
life by EMCO Porcelain Enamel Co. 
Inc. with handsome cabinet designs 
in copper and chrome. Although re- 
movable for cleaning, canister draw- 
ers tilt open for easy use with one 
hand. Three units, all 2014x9x6”, are 
designed for varied uses: in four sec- 
tions the drawers hold flour, sugar, 
etc.; the two section binister is for 
vegetables; and the single bin holds 
bread, rolls, cake, etc. 


EMCO Porcelain Enamel Co. Inc., Port 
Chester, N. Y. 


e Dutch Delights ... Among the im- 
ported items available from Murdan 
Foods Co. Inc. is Van Ryn’s mustard, 
available either in a 4% oz. or 5% oz. 
jar in a Delft Blue pottery cup and 
saucer, individually wrapped in an 
attractive gift box. Other Dutch spe- 
cialties include cheese crispies, fruit 
syrups, bonbons and smoked salmon. 


Murdan Foods Co. Inc., 3 Coenties Slip, 
New York 4. 44 
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Tee-Pak Includes Wives 
In Salesmen’s Contests 


Get the little women into the act 
and you can have a successful sales 
contest. That’s the opinion of Trans- 
parent Package Co. (Chicago). 

Tee-Pak peps up contests among 
its field men by recognizing Mrs. 
Salesman as an important member 
of the team and rewards her in direct 
proportion to her husband’s sales 
achievement. The result —a unified 
sales effort with maximum impact, 
the company says. 

Here’s how they do it at Tee-Pak: 
e All prizes offered in the contest 
are gifts for the home, electrical ap- 
pliances, cutlery, silverware, etc. 

e Mrs. Salesman is awarded prize 
points based on her husband’s 
achievement of monthly and quar- 
terly sales quota. Prize points are 
awarded in the form of a check that 
is sent to her each month. A quar- 
terly prize check is sent at the end 
of each quarter. 

e Each gift in the prize catalog has 
a point value. When the wife has ac- 
quired the necessary number of 
points, the gift is hers. 44 


Decorator Kits Are Aid 
For Whirlpool Dealers 


Snip ’N Stick, a do-it-yourself 
home decorator kit for laundry, 
kitchen, bathroom or recreation 
room, has been made available to 
Whirlpool dealers as a new promo- 
tional aid. It contains pre-pasted de- 
signs to be applied to plaster, wood, 
glass or painted walls. 

The kit contains 50 multi-colored 
fish, shells, coral formations and 
bubbles, all of varying sizes for wall 
mural treatment. Individual pieces 
are of heavy paper, and need only to 
be cut out, soaked in lukewarm wa- 
ter and placed on the wall in the 
desired positions. Designed and 
packaged exclusively for Whirlpool 
Corp. (St. Joseph, Mich.), the kit in- 
cludes an envelope which illustrates 
suggested uses and combinations. 

Dealers may use the kits as gifts 
for watching Whirlpool demonstra- 
tions, for store laundry parties, anni- 
versary celebrations or in any other 
way desired. 44 


Full-Color Photographs 
Featured on Matchbooks 


An opportunity for mass distribu- 
tion of color photographs of offices, 
plants, products, etc., is offered with 
a new type of matchbook cover of- 
fered by Marks & Fuller Inc., Roch- 
ester, N. Y. The company has devel- 
oped a special method for providing 


fine detail in reproducing color 
photographs on the full outside cover 
of matchbooks. 

Typical of users of the new process 
is Eastman Kodak Co., which used 
an aerial view showing its complete 
400-acre Kodak Park including over 
100 buildings—all of which are clearly 
visible in a 2x35” reproduction. An- 
other user, Lee’s Orient Restaurant, 
Key West, Fla., has used the match- 
books to show its colorful dining 
room. 

Samples and additional details are 
available. 


For your copy circle No. 107 on the 
Readers’ Service Card inside back cover. 


Slogachiefs Provide 
Pocket Ad Message 


Like most handkerchiefs made “for 
show, not for blow,” Slogachiefs fit 
in the breast pocket of a man’s suit. 
Unlike the common garden variety, 
however, Slogachiefs bear an em- 
broidered message, name or slogan 
that calls immediate attention to the 
wearer. 

Manufactured by Daren Specialty 
Co. (Passaic, N. J.), Slogachiefs are 
designed for use at conventions, sales 
meetings, dealer promotion gather- 
ings or even for day-to-day use by 
representatives of a company. 

The Slogachief is a quality man’s 
handkerchief, according to the man- 
ufacturer, pre-folded so that the 
embroidered part shows just above 
the coat pocket. A maximum of 23 
letters may be used in message or 
slogan, and three colors are available 
—blue, wine and brown. 

Slogachiefs are sold in units of 15 
dozens, packed one dozen to a box. 
Prices begin at $9.60 per dozen with 
up to 15 letters. For each additional 
letter, 25¢ per dozen is added. Addi- 
tional information is available. 


For your copy circle No. 108 on the 
Readers’ Service Card inside back cover. 
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“Hudner, we don't feel that you're giving 
us your best—you're the only employe 
who hasn't ulcers!’ 
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Released for Use . . . Northrop Aircraft finds more tv editors use news releases sent 
in a package unit, containing film clip, storyboard and postcard for comments. 
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Radio, Television & 


By William G. Cox 
Northrop Aircraft Inc. 
Hawthorne, California 


Material prepared for release 
through the medium of motion pic- 
tures, radio and television differs 
from the press release in that it is 
to be seen and heard—not read. 

Unfortunately, there is a tendency 
on the part of the public relations 
people to send the same press re- 
leases (which are carefully prepared 
for the press) to everyone in the 
mass communication field, including 
radio and tv. 

If you are in public relations and 
guilty of this practice, you are throw- 
ing most of your audio-visual stories 
away, and if in spite of this fact, some 
of your stories are being used, it 
means that someone at the station is 
doing your job. You can improve 
your radio and tv relations if you 
will study their techniques and tailor 
your stories to their needs. 


>Radio and tv needs vary from 
program to program and station to 
station. Progress study indicates that 
some stories should be prepared for 


& 


“specials” or “exclusives,” while oth- 
er stories can be offered as a general 
release to all stations. 

The “specials” or “exclusives” are 
well worth the time and study that 
you devote to sweating over a hot 
radio or tv set. When you watch or 
listen to a program, consider some 
of your recent stories and how they 
could have been worked into the 
program format—it will help you spot 
programs for up-coming stories. 
Most programs offer opportunities 
for your organization, plant, prod- 
uct or service. You may have inter- 
esting people, activities or gadgets 
to offer that will contribute to the 
interest of the program. Most pro- 
gram directors welcome queries and 
proposals. 

The effort may not always be di- 
rectly related to your product or 
service but by helping the station, 
program manager or news editor, one 
day you will be helping yourself 
toward better public relations. 


> This is not suggested as a bargain- 
ing device to obligate someone and 
assure you of air time for your next 
story. It won’t work—don’t even try. 


But it is part of your education and 
will equip you to recognize and pre- 
pare usable material. Every show 
you do will make the next one easier 
and better if you are sincere in your 
effort to supply the need and study 
the techniques. It should be a pleas- 
ure rather than a problem for the 
program directors and editors to 
work with you. When they ask you 
for stories and use parts of your 
material as it was prepared, it 
doesn’t mean you have arrived. It 
means they trust you and you are 
acquiring a feel for programming. 

The word “need” should not be 
misinterpreted. You may from time- 
to-time have good stories — stories 
that are carried on every news serv- 
ice, but remember, when you are 
dealing with news editors that you 
need them more than they need you. 
They have facilities that supply them 
with more material each day than 
they are able to edit—certainly more 
than they can use on the air. 

If your story is to receive consid- 
eration, it must compete, sound right 
and, in the case of tv, look well. 


> Narration, rather than copy, is the 
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first mechanical consideration. Read 
it aloud several times. There is a 
difference between copy and narra- 
tion. Compare the stories in your 
newspaper with the same stories on 
the radio and television. The who, 
what, where, when and how are 
there, when they are important to 
the story. Newspaper stories build 
progressively, repeat and develop de- 
tails in subsequent paragraphs that 
were stated in abbreviated form in 
the lead line or opening paragraph. 
A telenewscaster with a good film 
clip can tell quite a story in 15 sec- 
onds and it is more than a lead line. 

If you expect your stories to be 
used on tv, practice writing them 
short and then cut them down. Write 
them for the audience and the editor 
and not for your client. Be well- 
informed and have more material 
available because someone may de- 
cide to do a feature on it. Try to 
evaluate the importance or probable 
interest in each story and time them 
accordingly. A minor story told in a 
brief and interesting manner usually 
gets more play than an important 
story that was lost in words or never 
read because the editors could not 
take time for a re-write and the nec- 
essary film editing. 

A few years ago, it was possible to 
furnish a tv station with copy and 
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KNOW-IT-ALL 


No need to know what's changing 
or what's new. No need to cut 
costs with better methods. That's 
the know-it-all’s philosophy, and 
one reason why every issue of 
ADVERTISING REQUIREMENTS 
that you see helps lift your own 
promotion, production, and mer- 
chandising that much further out 
of the commonplace. Subscribe 
with the postage-paid reply card 
in the front of this issue. Get your 
monthly copy delivered to you at 
home or at your office—whichever 
you prefer. 
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Microscopic Coverage . 


. . At press conferences, films frequently present illustrations 


otherwise impossible. Such a sequence is checked against the script by author William 
Cox (right) as the Cine Special recorded .0006” holes being drilled in a human hair. 


several hundred feet of unedited or 
even undeveloped motion picture 
film and quite often they would use 
it. Today, unless you have another 
atomic-powered Nautilus submarine 
story, you had better plan your tv 
film clips; then write, shoot, edit and 
re-write to that plan and deliver a 
finished, usable package. 


> We have developed a film release 
package techinque which seems to 
please most of the editors dealing 
with audio-visual presentations. They 
don’t use all of our stories but I do 
believe they always consider them 
and it is partly due to the fact that 
we have studied their problems and 
present the material in a form and 
manner that makes it easy to accept, 
consider and use. 

Our package consists of one small 
cardboard film carton, which con- 
tains three items: 

e The film clip. 
e Narration storyboard. 
e Return postcard for suggestions. 


1. The film clip . . . The film clip is 
short, usually about 36’ or one-min- 
ute running time of 16mm film. The 
scenes are presented in logical se- 
quence to follow the story board. 
Since most stations do some editing 
and very few use all of our material, 
we avoid unusually short scenes that 
cannot be re-cut. We try to provide 
a large proportion of close-ups, which 
work to advantage on tv. Pre-plan- 


ning enables us to offer action that 
can be intercut in a number of dif- 
ferent combinations. Some of the 
film editors monitor the early shows, 
and in order to lend variety to the 
same story, cut and intercut the shots 
until it looks like a different film al- 
together. 

The film clip is purposely printed 
quite flat for tv by our laboratory 
and has a silent or black track to 
protect the station against the danger 
of running the sprocket holes over an 
open sound head. This can happen, 
causing a terrible noise if silent film 
is spliced into a reel with sound 
commercials. 

The negative, from which the re- 
lease prints are made, has leader on 
each end and the leaders have identi- 
fying labels and numbers, along with 
“heads” and “tails.” This information 
carries through on all of the prints. 

The prints are broken down into 
small rolls by winding them on 
flanges, taping the loose end. The 
prints are then slipped off the flanges 
and packed into cores. We do not use 
reels because most stations consider 
them a nuisance and they crowd the 
film boxes. 

Sound film is rolled and packed 
exactly the same way. 

The 35mm negatives are larger and 
three times as long as 16mm for the 
same story, so we wind them on plas- 
tic cores and wrap them in aluminum 
foil to protect the negatives. 





2. The narration storyboard . . . The 
narration storyboard for news re- 
leases seems to be a unique operation 
with us. It provides the film editor 
with something he needs more than 
anything else, if accepting and con- 
sidering the story is to be effortless 
and painless. The narration is in 
easy-to-read capital letters down the 
right half of the page and is accom- 
panied by a series of small sketches 
depicting each scene down the left 
side of the page. Each sketch shows 
the subject, composition and action 
within the shot, and the footage and 
running time are indicated below. 

The narration storyboards are 
drawn and typed on spirit duplicator 
masters and run on forms with pre- 
printed headings. 

With the proposed narration and 
storyboard in hand the editor can 
mentally cut and edit the material 
without touching the film. 

A few marks with a pencil and the 
man in the film room can produce 
a timed re-cut version tailored to 
order. 

The narration storyboard has our 
company news release heading, re- 
lease time, name and phone number 
at the top. 

Our releases are delivered in per- 
son to the local stations in order to 
have an opportunity to learn more 
about their needs and problems. 

Production stills (8x10 glossy) are 
taken along for the local editors to 
give them a clear picture of the proj- 
ect and setup. Some of these stills 
hang on the newsroom walls. 


3. Return postcard for suggestions 
... A great deal has been written 
about the inadvisability of request- 
ing notification of use. If my self- 
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Complete Story . . . Narration storyboards, 
run from spirit duplicator masters on 
forms with pre-printed headings, accom- 
pany Northrop film clips, allowing the 
editor to cut and edit the material with- 
out touching the film. 


addressed postcard required any ef- 
fort or consideration on the part of 
the station other than throwing it 
into the outgoing mail box, I would 
worry. It is more than a notification 
of use—it provides an opportunity for 
editors to make suggestions, requests 
or just give vent to their pet peeves. 
The answers we receive indicate 
that the cards are not impositions as 
it would be just as easy to throw 
them into the waste basket. We have 
received a number of good sugges- 
tions and occasionally a complaint; 
one film editor informed us that our 
film quality was poor. A little inves- 
tigation of remaining film clips indi- 
cated that he was right—something 
had gone wrong at the film labora- 
tory, so now we inspect every foot 
before we send it out. A station man- 
ager informed us that he had no 
facilities for telecasting our film but 
enjoyed looking at it. 

There are no exclusive rights on 
our news release package or the nar- 
ration storyboard. It has helped us— 
it has helped the news editors and 
we believe it may help you, so help 
yourself. 44 


New Anti-Glare Spray 
Helps TV Cameramen 


An aerosol anti-glare spray with 
an additional feature of water solu- 
bility is promising cameramen quick 
and easy relief from the troublesome 
highlights they so often get from the 
strong lighting required on television 
sets. 

Developed by DuPont De Nemours 
& Co., Wilmington, Del., the spray 
is particularly valuable in treating 
band instruments, plastics, jewelry 
or other articles which must be re- 
stored to their original condition 
after use on tv production sets. 
Needing only water to remove it, the 
spray does away with the need of 
strong and sometimes damaging sol- 
vents, the company says. 44 


Alexander Films Offers 
Bargain to Bakers 


A fully-animated, eight-film series 
of 60-second tv commercials, pro- 
duced last year for one of the na- 
tion’s largest bakers, is available now 
on an unlimited time basis to baking 
companies, according to Alexander 
Film Co., Colorado Springs. 

Selling on a first-come, first- 
served basis to one baker in each 
market area, the series can be com- 
pletely personalized to show the in- 
dividual baker’s wrappers, end la- 
bels, etc. 

Details can be obtained by writing 
TV Sales, Alexander Film Co., Colo- 
rado Springs, Colo. 44 


Dry Topic Handled Right 
Gets Results for Kodak 


Take a bone-dry subject, make it 
entertaining, and you'll get “terrific” 
results, says Eastman Kodak Co. 
(Rochester, N. Y.). 

The company knows what it’s talk- 
ing about, for that is the kind of 
success it got with the publication 
of “Tales From the Alembic,” a 16- 
page booklet made up of items from 
Eastman’s organic chemicals adver- 
tising. In their original form, the ads 
appeared as a page of notes and 
comment headed “Three out of 3,500 

. , referring to the number of 
organic chemicals the company 
stocks. 

Instead of repeating the dry claims 
that must necessarily be made for 
organic chemicals, the ads cited little 
stories of interest about the various 
chemicals. Incorporated in the book- 
let, they make interesting—and en- 
tertaining—reading. 

There’s one called, “For a lady’s 
love,” for example, which tells how 
D-Glucosamine Hydrochloride 
(Eastman 664) enabled one eminent 
bio-chemist to buy his wife’s engage- 
ment ring. Another, “Secret Sign,” 
tells in simple language how an en- 
tomology professor used Chrysene 
(Eastman 4217) and Anthracene 
(Eastman X480) to catch college stu- 
dents who tried to use fellow-stu- 
dents’ field collections of specimens. 


>“We find it more pleasant just to 
go on citing little tales at random 
like the following,” says the preface 
to the booklet. “After a while, you 
get the idea.” 

The booklet was prepared from the 
ad series as a direct mailer to people 
on Eastman’s scientific laboratories 
list to remind them that the com- 
pany would provide extra copies or 
replace lost copies of literature they 
had previously received. 

Eastman mailed 14,000 booklets, 
and during the first seven working 
days following the mailing received 
1,600 requests for literature. Results 
still are pouring in. 44 


‘Sure, it has helped sales, but last week 
he overslept and I had to pay him time- 
and-a-half!”’ 
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finer conversion with transparent impressions 


Transparent Impressions are Reflected light is required for 
photographed with transmitted the photography of etch proofs on 
light...light which passes through enamel stock and results in loss 
the Impression. The camera of detail and clarity. Blacks 
picks up every dot cleanly and become clogged and whites are 
sharply and holds all the emphasized, while the grays 
tones in well defined separation. are lost almost entirely. 
Reproduction is extremely faithful. Reproduction is very contrasty. 


If you have letterpress halftone plates of subjects which 
you would like to reproduce economically by photo offset, you will be 

interested in Monsen Transparent Impressions. These are precision proofs 

pulled from the original plates on clear acetate. 
Transparent Impressions are handled as “‘line shots” by the offset cameraman. 
He can enlarge or reduce them... and still hold minute detail and color values. 
Transparent Impressions open the way for low-cost production of attractive broadsides, 
catalogs and literature, by utilizing existing black-and-white or color plates. 
Expensive color separations, outlining, double printing and 


other additional costs are eliminated. 


MO NSEN typographers 


MONSEN-CHICAGO 11, 22 East Illinois Street 








MONSEN-LOS ANGELES 15, 928 South Figueroa Street 


MONSEN-WASHINGTON 1, D.C., 509 F Street, N. W. 
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SETTING TYPE 


BY PHOTOGRAPHY 


Bee H HB BS Et 


Photocomposition is continuing to grow in 
popularity. Here’s how admen in one market 
are making effective use of this important 
step forward in the graphic arts. 


Ask any adman what factors in- 
velved in advertising production 
lead him to the milk and crackers 
diet and he'll tell you time, costs, 
and results—and in about that order. 

That statement is not earth-shak- 
ingly new. The fact, however, that 
some admen are taking the starch 
eut of the statement by following 
the pioneering lead of a St. Louis 
supplier in the choice of composition 
methods, brings it into sharper focus. 

Take the L. & N. Railroad news- 
paper ads, for instance. The same ad, 
with the exception of the type change 
of name and city in each ad, ran in 
several newspapers. Every adman 
knows the usual production method. 
Type set, cuts made (mortising), lock 
up and sent to electrotyper. Form is 
molded and returned and changes 
made for town and name and you 
start all over again on typesetting, 
lock up mold and return before mats 
can be made for each newspaper. 
These steps build up your time and 
the supplier’s and, along with it, 
costs. By the time the second and 
third change is made the type is 
mashed and results are not so good. 

Warwick Typographers, St. Louis, 
with one of the largest type libraries 
for both hand and machine set typog- 
raphy, also has one of the world’s 
largest Fotosetter installations. The 


adman handling the L. & N. Railroad 
account presented the problem to 
Warwick. Hube Echele, company 
president, put his cards on the table. 
The Fotosetter, which puts on film 
what the linotype casts into metal, 
is not a cure-all for price problems. 
Nor is it an over all replacement for 
other forms of typography. It is, he 
points out, an additional graphic arts 
service available to help admen do 
a better job, depending upon the na- 
ture of the job involved. 


>In the case of L. & N., in order 
to save time (including wear and 
tear on the adman) and get a better 
reproduction, Fotosetter was recom- 
mended. The adman presented the 
art work for the two illustrations in 
the ad. From this a photographic 
negative and then a contact positive 
on film was made. The type was set 
on the Fotosetter and the two units 
—art work and composition—were 
pasted down on film. A complete 
contact negative of the entire ad 
was made. Changes in name and 
town for each ad were simply cut 
out with a razor blade, and another 
negative made. One zinc was made 
of the entire set of ads and mats 
made for each one. 

In a few hours the entire job was 
done, in comparison to days required 
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on the mold and return routine after 
each change was made in the usual 
way. In addition, the end result was 
better — better reproduction in the 
newspaper because the type on film 
remains the same, and because the 
type was on film, it could be fitted in 
along side the illustrations in the 
heads tw give a more pleasing, artis- 
tic effect. 

A case of saving the life and cost 
of a layout was also accomplished 
by Fotosetter for Curlee Clothing 
Co., St. Louis. The artist had made 
the layout for Curlee’s annual report, 
but when it reached the printer, 
along with the copy to be set, it 
didn’t jell. Too much copy or not 
enough to accommodate the layout 
is an old problem involving revisions 
and sometimes scrapping a layout. 
By using Fotosetter composition 
both layout and composition were 
handled photographically and the 
layout saved. 


> Not every job, however, is one that 
involves economy in time and price. 
Legibility is an important aspect 
which puts the use of the Fotosetter 
out in front as a number one choice 
for many jobs printed offset or gra- 
vure. 

When the National Cotton Coun- 
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PROGRESSIVE’S 24-Hour Detail Desk 
TURNS PRODUCTION NIGHTMARES INTO PLEASANT DREAMS! 


What’s more, Progressive’s Detail Desk 

is only one of three desks 

in the Progress-Hanson-Progressive Group; sail 
and each desk is geared = ae 
to pitch in on the other’s work. Bee 


That’s right! One or all can serve you, night or day, FREE—AND AT 
” NO OBLIGATION TO YOU! 
with typography, electrotypes, plates or mats. it takes a 30-page book- 


let to describe ALL of the 
Here’s a three-company team, services that we offer you. 


Write for a copy now. 
under one-company management, 


that will show you what teamwork really is! 


PROGRESSIVE comPoSsiTION COMPANY 


Sth & Sansom Sts., Philadelphia 7 WAInut 22-2711 
THE PROGRESS HANSON PROGRESSIVE GROUP 


’ ; 
PROGRESS Plate Making Company | HANSON Electrotype Company PROGRESSIVE Composition Company 
923 Filbert St., Phila. 7, WAlnut 20447 : 9th & Sansom Sts., Phila. 7, WAlnut 2-5567 Sth & Sansom Sts., Phila. 7, WAlnut 2-2711 


NEW YORK phone: MUrray Hill 2-1723 « WILMINGTON phone: Wilmington 5-6047 e BALTIMORE phone: SAratoga 7-5302 * WASHINGTON phone: EXecutive 3-7444 
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MOBILE, NEW ORLEANS 


AND THE MISSISSIPPI 
GULF COAST 
Four Fine Trains Daily from Montgomery 


HUMMING 
~ BIRD 
8:10 AM 
11:40 AM 
3:10 PM 


Lv Montgomery 
Ar Mobile 
Ar New Orleans 


PAN. 

AMERICAN 

10:40 PM 
3:25 AM* 
7:10 AM 


CRESCENT 


11:40 AM 
3:20 PM 
6:45 PM 


PIEDMONT 


11:10 PM 
4:10 AM* 
8:05 AM 


*Sleepers set out for occupancy until 8:00 AM 


Treat yourself to a luxurious trip along the Mississippi Gulf Coast to 
New Orleans. Free stopovers enroute. New Bedroom, Roomette, Section 
Sleepers. The direct and scenic route to South Texas, New Mexico, 
Arizona and California. Make the trip a part of your vacation. Fine trains 
out of New Orleans including Southern Pacific’s fast Sunset Limited— 


Pullman-Coach Streamliner. 


NEED A CAR? If you wish, our Agent can arrange to have a Hertz 
Driv-Ur-Self car awaiting your arrival. 


UNION STATION 
Phone 4-7385 


R. A. LAUN, D. P. A. 
Phone 3-3757 


LOUISVILLE & NASHVILLE RAILROAD 


L & N Ad by Fotosetter . . 


names and schedule 


cil, Memphis, Tenn., produced its 
24-page Pattern Service booklet in 
1953, running well over a million 
copies, the council was stymied in 
its efforts to get good repros on the 
6 pt. Bodoni Book used in the book- 
let. Even at the best the A’s and E’s 
in the copy would fill up, the result 
being a poorly printed piece which 
the consumer wouldn’t bother to 
read. The answer? The Fotosetter 
method of composition on film gives 
the offset printer a clear image of 
the smallest serifed type on film neg- 
ative from which he can make his 
plates and produce a clear, sharp 
finished piece. National Cotton 
Council used Fotosetter and the re- 
sults were so good a similar booklet. 
using the same method, was repro- 
duced the following year. 

Another case where fine print leg- 
ibility is important concerns labels, 
particularly in the pharmaceutical 
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. Use of Fotosetter in railroad ads gives quick changes in town 
in the many different publications used. 


field. Grove Laboratories, St. Louis, 
and other pharmaceutical companies 
are now getting more readable fine 
print on their drug labels since they 
switched to Fotosetter composition. 


>On a four-page direct mail piece 
where the client didn’t have a lay- 
out and wanted to produce the piece 
multilith, the Fotosetter gave him a 
positive after setting the type and 
layout on film. From the contact 
negative the client then made his 
own plate for multilith printing. 

By the use of Fotosetter composi- 
tion D’Arcy Advertising Co., St. 
Louis, turned out a two-way pack- 
age deal on a Coca Cola presentation 
with the same composition. Here’s 
what D’Arcy did: 

A large easel presentation, which 
normally involves hand setting for 
the large display faces, was a nat- 
ural for Fotosetter, where, by a turn 


of the dial, type is set from 4 to 36 


YOU MAY NOW HAVE < 


BULLARD’S 
ALPHABETS 


& 
t 
INDISPENSABLE TOOL FOR . 
LAYOUT MAN ° TYPE DIRECTOR 
PRODUCTION MAN—ON A f 


10 DAY FREE TRIAL of 


This sensational type users’ tool—now yours 
on FREE TRIAL. Proved by use in thousands 
of shops and offices as the ONE type book 
that keeps all the others on the shelf! 536 
12x9 looseleaf pages—2200 faces, 4 to 144 pt 


—Lino, Mono, Ludlow, Foundry, photolettering, 
etc. Meets EVERY need of admen, artists, 


printers, layout men. Write Dept. "AR now. 


Oe t0) 001d Le 


lated ON aid TT aay) AEA Le 


1SO0 VARICK ST, NEW YORK 13, N Y. e@ Al 
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(SUHABERULE 


Visual COPY-CASTER 
shows type specimens—keyed 
for instant copy-fitting! 


Artists, ad-men, copywriters—get new con- 
venience, speed, accuracy for your job! Now 
Haberule gives you a completely self-con 
tained copy-fitting tool. It features 29 speci 
mens of the “must” type faces in caps and 
lower case (6 to 18 pt.) all keyed for instant 
character count. See the type you want 
and fit \our copy at the same instant! Over 
800 machine and foundry types are also listed 
in all sizes to 18 point. Beautifully printed 
in 2 colors, plastic bound 
with handsome silver- 
embossed covers. 
Complete with yellow Viny- 
lite type gauge. 
MONEY-BACK GUARANTEE 


At art supply stores 7.50 


or direct, only 
The HABERULE CO. 
Box R-245 « Wilton, Conn. 
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PRESS CLIPPINGS 


News items, editorials, advertisements 


Promptly 


from daily and weekly newspapers, from 
magazines and trade papers as specified. 


(sTAsUSHLD a8 
PRESS CLIPPING BUREAU 
BAreley 7-537! 


165 Church Street New York 7, N.Y. 


will provide you with a record of your 
results from promotions and releases. 
For Future Reference 


Handsome loose leaf scrapbooks; rubber 
cement; plastic laminating if desired. 


BURRELLE’S 
PRESS CLIPPING BUREAU 
165 Church St. © New York 7, N. Y. 
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Father 


Of His Country’s 
Art 


5 at his London studio, Benjamin West, son 
of a Pennsylvania artisan, is seen wearing a green 
coat in Pratt’s painting at the right. West lived most 
of his years in England and became president of the 
Royal Academy. He taught and encouraged Charles 
Willson Peale, Gilbert Stuart, Thomas Sully, Samuel 
F. B. Morse, Matthew Pratt and other Americans 
who ultimately gave expression to West’s fervent 


hopes for the advancement of art in his native land. 


Creative development in American art has reflected 
the changing patterns of life and social tastes in each 
succeeding generation. Today, the American artist 
finds a broader range for his creative talents. Graphic 
reproduction brings the work of the artist into mil- 
lions of homes throughout the nation. Advertising 
art provides the painter and illustrator with a medium 
of expression that is contributing valid cultural ele- 
ments to our national life. The American art tradi- 


tion flourishes with prolific energy, thanks to printing. 


Westvaco fine papers are notable for their ability to 
retain the original values in works of art which are 
reproduced in color and black-and-white. When high- 
fidelity pictorial reproductions are required by printers 
and advertisers, a reliable choice of printing paper can 


be made from the Westvaco line. 


You can trace the influence of the American creative 
imagination upon graphic design in Westvaco Inspira- 
tions for Printers. Number 202 is yours for the ask- 
ing. Simply write or phone to your nearest Westvaco 


distributor, or to any Company address on this page. 


Cover Artist 


Matthew Pratt was born in Philadelphia in 1734, and at 

the age of 15 was apprenticed to his uncle, “a Limner and 

Painter General.” After a trading venture to Jamaica in 

1757 he began painting portraits, and in 1764 went to 

London for two years to study under Benjamin West. On 

his return to Philadelphia he pursued a successful career as 

a portrait painter until his death in 1805. The subject of this 

well-known painting is a lesson in Benjamin West’s studio 230 Park Avenue, New York 17 
in London. West, dressed in green, is demonstrating some 35 East Wacker Drive, Chicago 1 


point to Pratt himself, seated, while his other students listen. 503 Market Street, San Francisco 5 


West Virginia Pulp and Paper Company 





The American School, 1765, by Matthew Pratt. From The Metropolitan Museum of Art, New York 


Westvaco 202 


Inspirations for Printers 











Save time with an 


ATF Ty Type Kit 


Here's the quickest, easiest way to 
compare, trace, fit and specify type. 

86 ATF alphabet cards in sturdy 
walnut-finish box illustrate 47 ATF 
faces, caps, lower case, figures, punc- 
tuation, shoulder, character per pica, 
sizes 12 to 72 point. 

Price for this time-saving visual- 
izer is only $5.00. Send check or 
money order to: 7.5.19 


AMERICAN TYPE FOUNDERS 


a subsidiary of Ihr 


Daystrom, Inc. 
200 Elmora Ave., 
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AR Reaches Out... 


te more advertising agencies than any other 


publication. If you sell advertising services, 


equipment or supplies to or through agencies 


AR is All Right... For You 





Ho it yourself with 





— the last word in paper type 
for offset reproduction. 


SETS EVERYTHING 


Anyone can set headlines and body 
text for ads, printed pieces of all kinds. 


QUICKER, EASIER 


Presto Type comes on wooden holders 
-.. sets by eye—no opaquing between 
characters necessary. 


COSTS LESS 


Complete fonts from 
$2.25 to $11.25 


| WRITE FOR 
CATALOG Showing 
300 Type Faces 


PRESTO PROCESS CO. pochoster, N.Y. 
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pt. right on the machine. Any larger 
variations in size can be blown up. 
In addition to getting a wider vari- 
ation of display sizes, a time and cost 
factor was involved in using the 
Fotosetter. When the presentation 
display type was set on the Foto- 
setter, the entire composition was 
then reduced in the Fotosetter de- 
partment and used to print a small 
folder of the presentation which was 
distributed after the presentation. 
This gave a second punch to the 
presentation. 

McDonnell Aircraft Corp., St. 
Louis, carried this routine a little 
farther by adding the third step and 
using the same composition of its 
presentation for 35mm slides. 


>This brings up the use of Foto- 
setter for tv slides, another help to 
admen. Copy set on Fotosetter gives 
the client a positive which he uses 
for his tv slide. If the operator drops 
the glass slide which holds the posi- 
tive, its a simple matter to place 
the same positive into another glass 
slide. The client is not involved with 
the expense of having type set and 
another slide made, nor is he in- 
volved with the usual expense and 
method of supplying the studio with 
two slides just in case he breaks one. 
He has the added end result the ad- 
vertiser always seeks, a sharper re- 
production on the screen when he 
uses Fotosetter composition for his 
slide. This is also true when type 
is used over an illustration. 

There are determining factors to 
be considered in getting ad copy into 
the right composition channels. If an 
advertiser has all the cuts for a cata- 
log, for instance, and the run is say 
25,000, he is wiser to stay with the 
letterpress method and Linotype 
composition rather than switch to 
Fotosetter. 

If the catalog man is starting from 
scratch, however, then the Fotosetter 
boys say that it is best to let the 
photographic form of composition 
take over. In the first place you get 
the sharpest reproduction on film for 
offset reproduction, and catalogs, 
filled as they are with plenty of fine 
print, need legibility. Usually on a 
repeat project within a year or so, 
changes that are made in metal type 
for the rerun show the difference in 
new and old type. In addition there 
is the expense of tying up metal held 
for future printing. 

Direct mail pieces involving dis- 
play types have also saved the ad- 
man plenty of headaches when he 
uses the Fotosetter, and the silk 
screen printers find it a cost and 
quality factor when more than a 
couple of lines of type is used in the 
job. 44 


“Typography By Mail” 
ls New Monsen Kit 


Advertisers, agencies and other 
type users outside the messenger de- 
livery area can now get fast, per- 
sonal service with the aid of “Typog- 
raphy By Mail,” a new kit by Monsen 
Typography Service, Chicago. 

Working on the theory that no one 
is more than a few mail hours away 
from one of its plants in Chicago, 
Los Angeles or Washington, Monsen 
designed the kit for both new and 
established customers outside the 
messenger delivery area. 

In file folder form, the kit con- 
tains: 

e A summary of Monsen’s complete 
typographic service. 

e Typographic instruction sheets. 

e Regular and airmail postage-paid 
labels addressed to the nearest Mon- 
sen plant. Monsen pays the postage 
both ways. 

The company also supplies each 
mail-service client with its own per- 
sonal account service man and gives 
special attention to getting the work 
through the shop quickly and back 
to the customer. 


For your copy circle No. 109 on the 
Readers’ Service Card inside back cover. 


Rayner Booklet Shows 
IBM, Varitype Faces 


An unusual plastic-bound booklet 
has been issued by Rayner Litho- 
graphing Co. (Chicago) to show 
available IBM and Varitype faces. 
The 28-page booklet shows 12 Vari- 
type faces and four IBM faces avail- 
able for typewriter composition by 
the company. 

A special feature of the booklet is 
a section showing the effect of reduc- 
ing the IBM faces from 10 to 25%. 
Another section shows specimens of 
several metal typefaces available for 
headings. 

For your copy circle No. 110 on the 

Readers’ Service Card inside back cove 
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.. isn't there some middle-of-the-road 
approach we might try... ?” 





Who Says People 
Aren't Honest? 


Our story starts with the introduction 
of Schenley’s newest and most life-like 
“ad,"" recently installed on commuter 
trains in the New York City and Boston 
areas. 

Truly, everyone agreed, this was a 
perfect representative for Schenley’s ... 
and no wonder... for each day thirsty 
commuters gazed at a life-size plastic 
reproduction of a Schenley Reserve bot- 
tle looking most impressive against a 
rich background of red simulated velour 
draperies tied with a real silk cord and 
tassels. Even the slogan, embossed in 
gold lettering and reading ‘"Golden Age 
of Elegance,”’ was elegantly tempting. 

Schenley was very happy at the ap- 
pearance of this impressive representa- 
tive until it started disappearing ... 
right off the train. 

Seems the thirsty commuters like the 
Schenley Ad so much .. . they took it 
with them! Well, not all of it... just the 
bottle and the golden tassel and cord. 

Things were serious at Schenley. Sur- 
veys were made, conferences were held, 
until finally someone came up with the 
solution (someone always does ). 

The next step was to attach cards to 
the bottles reading, “Please don't re- 
move this bottle. Want one? Drop us a 
note.” 

The result? Schenley hasn't really 
kept track of the response . . . too busy 
sending out free plastic bottles, you see. 


New Maps Keep Good 
Humor Men Happier! 


New metal maps, made by Metal- 
photo Corp., Cleveland, Ohio, are 
said to be keeping Frost Bar Inc., 
and its Good Humor drivers better 
tempered these days. 

Former paper maps of the Cleve- 
land area with daily routes marked 
out for each of its drivers had to be 
replaced every two days because of 
their fragility, causing expense for 
the company and a time loss for its 
district supervisors and its drivers. 

The Metalphoto map, made of an 
anodized aluminum photo-sensitive 
plate, shows sections of the Greater 
Cleveland area deeply imprinted and 
sealed on the 8x10” plate. It is placed 
in a sheet metal frame on the inside 
of the truck door with the route 
marked in with a red crayon that 
can be wiped off if route changes are 
necessary. 

Frost Bar Inc. reports the maps 
are impervious to weather, abrasion, 
rough handling, acids, scratching, 
etc. Their use, says the company, 
has resulted in savings of time and 
money. qq 


FORTUNE 


the new Clarendon 


LIGHT - BOLD .- EXTRA 30LD 


when you specify type...specify BAUER 


VENUS 
the established Grotesk 


LIGHT +> MEDIUMs+ BOLD + EXTRA BOLD: ITALICS 


BAUER ALPHABETS, INC. 235 E. 45th ST.,N.Y.* VA 6-1263 
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Grade Up Your Advertising! 


Here Type Can ea; SERVE You 





J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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Taffy and Stevie . . . Taffy, most heroic 
dog of 1955, is calm and collected at 
ceremonies honoring him by Ken-L- 
Ration Division of Quaker Oats. Stevie 
Wilson, his master, grins with pride and 
pleasure as he displays Taffy’s awards. 
Taffy was named the most heroic dog 
when he saved his three-year-old master 
from drowning in an icy lake. 


Ken-L-Ration Division 
Rewards Most Heroic Dog 


Taffy, a cocker spaniel from Coeur 
d’Alene, Ida., has been named by 
Ken-L-Ration Division of Quaker 
Oats Co. (Chicago) the nation’s most 
heroic dog. 


For several years now Ken-L-Ra- 
tion Division has been making awards 
to heroic dogs on a local basis. This 
is the second successive year in 
which Quaker Oats has honored the 
outstanding heroic dog on a national 
basis. 

Taffy, the 1955 winner, raced for 
help when his three-year-old mas- 
ter, Stevie Wilson, lay drowning in 
an icy lake. 

Winnings for Taffy included a 
$1,000 bond, a gold leash and collar, 
a dog blanket, a gold plaque and a 
year’s supply of dog food (Ken-L- 
Ration, of course). 

The presentations were made to 
Taffy and Stevie in ceremonies at 
the Palmer House in Chicago. 44 


Hand-Lettering Selection 


Made Easier by Filmotype 


A Lettering-Styles Index has been 
published by the Filmotype Corp., 
Chicago, to aid its customers in easier 
selection of lettering styles. 

Especially designed for ready style 
comparison, the index classifies the 
alphabets in logical divisions with re- 
gard to weight and condensity. It also 
serves as a guide to Filmotype’s 
hand-lettering styles catalogs, which 
illustrate half-page examples-in-use 


The index is lithographed in two 
colors and is available in an 8-page, 
16x19” wall-chart that’s metal edged 
for permanent hanging or in a 9x11” 
desk chart that’s especially con- 
venient as a guide for individual 
artists, layout men and typographers. 

Complete information on both 
styles is furnished with the desk- 
size index. 


For your copy circle No. 111 on the 
Readers’ Service Card inside back cover 


Convention Daily toBecome 
Regular Insurance Paper 


When it issued a daily newspaper 
at the National Assn. of Mutual In- 
surance Agents’ convention, Penn- 
sylvania Lumbermen’s Mutual In- 
surance Co. little expected it was 
going into the publishing business. 

However, the response to Agent 
News, the paper issued at the con- 
vention, was so great PLM has de- 
cided to continue it as a means of 
communication with mutual insur- 
ance agents. 

Agent News will be issued ap- 
proximately bi-monthly on an irreg- 
ular schedule, will cover the mid- 
winter NAMIA convention in Dallas 
with a special edition and again will 
be published daily at the annual 
NAMIA convention in Cincinnati 


of each alphabet. next October. 44 


DELIA'S HALF-TONE COLORON 


Trademark 
Patent Pending 


The new graphic arts tool... 


. . . for the complete control and accurate analysis of 
half-tones and duo-tones in single and multiple color 
printing. Delta’ss HALF-TONE COLORON Set C-2 
predetermines the results from the combination of a 
half-tone with any number of colors and/or their tints 
in an infinite variety of applications. It predetermines 
the effect of a duo-tone of black and any other color 


and shows what these combinations look like on colored 
stock. 


DELTA'S’.- 


Delta’s HALF-TONE COLORON Set C-2 
greatly broadens the scope of the original COLORON 
Set C-1. Together they form a complete graphic arts 
tool which eliminates guesswork and costly errors in 
color printing and has endless possibilities as a creative 


Save time and money! stimulus. 


Your COLORON set will more than pay for itself with its very first use on a job! 


The permanent portfolio supplied with Delta’s 
COLORON Set C-1 is equipped with an additional 
pocket to contain the HALF-TONE COLORON Set C-2. 


Delta’s Half-Tone Coloron Set C-2 
(without portfolio), 
Delta’s Coloron Set C-1 


(with permanent portfolio)...... $9, 
Master Coloron Set C-3 


booms 
ay 
es 


Belta’s COLORON Sets are available through your favorite dealer. 
Write today for full descriptive literature. brush mfg. corp., 119 bleecker street, n. y. 12, n.y. 
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TELEPHONE 5.9000 


Friendly Lion Identifies 
Pawtucket Radio Station 


A good example of the value of 
an animated trademark has been 
provided by radio station WPAW 
(Pawtucket, R. I.). The station took 
note of the “paw” portion of its call 
letters and used it to good advantage 
in designing a trademark featuring 
a “friendly” lion with an extended 
paw. 

But just selecting the trademark 
wasn’t the end. WPAW’s promotion 
crew immediately set to work to 
make the friendly beast well known 
to Rhode Islanders. The first step was 
to give the lion a name—“W(oo)- 
PAW.” 

A merchandising plan that par- 
odied the name “supermarketing” 
came next — naturally dubbed 
“W(oo)PAWmarketing.” The lion, 
of course, became the key figure on 
merchandising display pieces. 

Special recordings of the roar of an 
actual lion at a local zoo played an- 
other key role in the promotion— 
they were used for station breaks on 
the air to acquaint listeners with the 
identification symbol. 

Calling cards, stationery, bro- 
chures and other printed matter 
have been designed to give feature 
treatment to the friendly lion, who is 
doing his best to bring recognition to 
WPAW. 44 


World Trade Directory 
Now In 2nd Edition 


Containing the latest information 
on business and trade directories in 
the United States and foreign coun- 
tries, the second edition of “Trade 
Directories of The World” is avail- 
able from Croner Publications, 
Queens Village, N. Y. 

Representing almost 1,300 recent 
directories, it contains a short de- 
scription of the contents, the num- 
ber of pages, the price, name and ad- 
dress of each publisher. 

The directory is a compact, loose- 
leaf book 54x8%% inches in size, di- 
vided into five main sections—one 
for each continent. It is kept up to 
date with an amendment service 
available to the customer at a nomi- 
nal charge of 75¢ per month for a 
full year. 44 


OUT OF ST. LOUIS... 
near the geographical center 
of the United States... 


Warwick Typographers 
serve hundreds 
of satisfied clients... 


by providing a complete service in fine 


States and Foreign typography with speed of delivery that causes 
Countries That Warwick p 
Serves Regularly even the furthermost typographic buyer to 


soon forget distance. 
ALABAMA 


ARKANSAS An enthusiastic pioneer of photographic 
cain typesetting Warwick makes available every 
COLORADO practical method of typesetting in one of the 
CONNECTICUT od d \ hic pl 
DELAWARE most modern and complete typographic plants 
FLORIDA in the country. 

GEORGIA 

ILLINOIS ; ; 
corso % Photographic Typesetting 
1OWA 

KANSAS % Monotype 

KENTUCKY 


LOUISIANA x Linotype 


MARYLAND 

MASSACHUSETTS + Ludiow 

MICHIGAN 

eee en <x Hand Composition 

MISSISSIPPI 

MISSOURI * 

usin % Flexset 

NEBRASKA . 

NEVADA <x Photo Lettering 

NEW JERSEY 

NEW MEXICO % Layout and Design 

ponds *Reg. U.S. Pat. Off 

NORTH CAROLINA eg. U.S. Pat. Off. 

OHIO 

— Everything you need typographically you will 
PENNSYLVANIA find at Warwick, so why not make Warwick 
RHODE ISLAND . > . . 
cceaienanenanaen your typographic source? Write or wire for 


TENNESSEE full information. 


Warwick Typographers inc 


920 Washington Ave., St. Louis 1, Mo. 


OVERNIGHT BY AIR FROM MOST OF THE UNITED STATES 
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PUERTO RICO 


; A type face exemplifying the 
vigorous and noble spirit of ancient Rome. 


Trajanus 8-54 pt. An antique style of noble 


bearing designed for today’s 
slender and graceful requirements. 


Trajanus Italic 8-54 pt. 


Soon available 
solemn and impressive im American point system 


Trajenus Semi-bold 8-54 pt. the Original Haas Clarendon. 


Write for specimens to: 


KLINGSPOR - STEMPEL- HAAS - TYPEFOUNDERS 
P.O.BOX 165 - MORRISTOWN, N.]J. 
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NOW AVAILABLE IN AMERICAN POINT SYSTEM 
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ONE OF KODAK'S 5 WAYS TO COLOR PHOTOGRAPHY 


This I$ 
Chow 


Business! 


This is trade show business, pub- 
lic show business, exhibition busi- 
ness. It’s the business of stopping 
traffic by the quickest road known 
to showmen—through the eye 
with color photography. As large 
as 20 by 60 feet . . . as small as 8 
by 10 inches . .. Kodak Ektacolor 
Print Film produces arresting dis- 
plays to tell the selling story. 


KODAK’S 5 WAYS TO COLOR FOR ADVERTISING 


1. Kodak Ektachrome Film: Superb color, brilliant choice—from black-and-white, or color originals. 
or subtle; transparencies for photomechanical re- 4. Ektacolor Film: The starting point for display color 
production, now supplied in 35mm size as well as transparencies of excellent quality and any size. 
in sheets and rolls. 2. Dye Transfer Process: You 5. Kodachrome Film (35mm): Projection slides of 
see your photographs on paper—as they will ap- exceptional sharpness and color quality. For pres- 
pear in print—before reproduction. 3. Flexichrome entations, for selling, or for teaching. 

Process: Create photographs in the colors of your Your photographer knows how to handle them. 


ETT KODAK COMPANY, Rochester 4, N. Y. 
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By William C. Malton Jr. 
Advertising Manager 
Inter-American Orange-Crush Co. 
Chicago 


Ever had any printing done in 
Latin America? Well, that’s where 
we do almost all of ours, since we’re 
the Latin American export division 
of a large carbonated beverage house. 
Brother, you’ve got to see it to be- 
lieve it. Oh, sure, there are a few 
plants that do top quality work, but 
in general the results suggest that 
the press was inked with a mixture 
of mud and lampblack, and you can 
close your eyes and read the im- 
pression like braille. You should see 
what would happen to some of those 
sleek halftone illustrations of our 
products. 

Well, that was problem one. What 
we were going to do to insure repro- 
duction of our package with reason- 
able fidelity. How could we get 55- 
line (that’s right—55-line) halftones 
to reproduce without filling up, when 
they were run on presses 50 years 
old, with every bearing and cam 
now worn to a point where the play 
is visible to the naked eye. Line cuts 


at economical prices 
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were no good. They wouldn’t show 
the package realistically. Some di- 
lemma! 

Problem two was how to get as 
many varied types of illustration as 
were needed for such diverse media 
as p.O.p., newspaper, magazine, de- 
cals, metal signs, etc., and yet keep 
our art costs down. (After all, every 
budget is limited, and we were way 
out-of-line on art costs.) How, too, 
could we maintain product identifi- 
cation using non-uniform art? 


>We came up with the conviction 
that we needed a single good, strong, 
basic illustration that would be suf- 
ficiently versatile to be adaptable to 
all types of media. It had to have the 
realism of a halftone, but none of the 
halftone’s inherent reproduction 
weaknesses. It had to have the stam- 
ina of a line cut, but none of the 
line cut’s poor tonal rendition. It had 
to be a panacea, and we were told 
that such art was what everyone 
looked for, but never found. 

By chance we got a lead on a firm, 
The Sander Engraving Co., that 
claimed to be able to produce some- 
thing that possessed all of the de- 


An export advertiser gains versatility 


at low cost through the use of 
woodcuts as advertising art. 


sirable characteristics of both line 
and halftone art, and none of the 
disadvantages. Since they were here 
in Chicago, I gave them a call, only 
to discover that they just made 
woodcuts. Hell, everyone knows 
woodcuts are extinct. So, I said 
thanks, and hung up. Next day their 
man came around, and before I could 
sneak out of the office, he had sam- 
ples spread all over the desk. 

One look—and believe me I gave 
considerably more than one —con- 
vinced me that this stuff was a real 
crazy technique, and just what we 
were looking for. Meanwhile, he 
gave me the pitch. Seems that they 
are one of the few significant wood- 
cutters left. They had perfected sev- 
eral novel modifications of the con- 
ventional woodcutting technique 
which resulted in an illustration that 
possessed all the desirable charac- 
teristics of a photograph, yet still 
maintained unusually clear detail by 
skillful tonal handling of the pure 
blacks and whites of which a wood- 
cut is composed. (Perhaps it’s a mis- 
take to say they are “photographic,” 
for actually they have a special qual- 
ity all their own.) Anyhow, I told 


Art & Photography + 79 





“We've done a lot of color work 
from Bourges pre-separated art 
—and we like it. It’s fast be- 
cause the overlays reproduce 
right in the camera. It’s eco- 
nomical because there’s no 
hand work. Color proving is 
unnecessary because the art is 
prepared with overlays that are 
matched to standard inks. 
When our clients prepare their 
art with Bourges, we can give 
them much better color... for 
less money.” 


Leonard Brodney, President, 
Colorgraphic, New York City 


hour GS 


AVAILABLE AT ALL LEADING ART SUPPLY STORES 
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Here’s a complete photographic service 
to meet your advertising requirements 


* Color or B&W prints for reproduction or retouching 
# Color or B&W prints for publicity 

de Color or B&W industrial illustration on assignment 

x Color or B&W illustrative and advertising photography 


+ Color or B&W Photo-Murals in any size using your 4” x5 
or larger negatives, glossy prints, or original art. 


Tell us what 


you need 


WRITE to: 
WEST-DE 
TS eRora tA 
ea Ve eae 


MPSTER CO- 
ewe Oe 
SF MICHIGAN 


finest 


an's 
One of Michig mente 
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IGRaTiIS! 


15TE CUPOM VALE POR UN ORANGE CRUSH 


CAMBIE ESTE CUPON POR 
SU ORANGE-CRUSH 


Esta Oferta Es Valida Hasta (Fecha Aqui) 


Reduction Plus! . . . This typical Orange 
Crush export ad demonstrates the remark- 
able reduction and enlargement possibili- 
ties of wood cuts. AR’s zinc line engrav- 
ing was made from a full-page newspaper 
ad proof. The original size of the art is 
shown on page 79. 


them to go ahead on one of our 
bottles. 


> They worked right from the bottle 
—while they can work from a photo- 
graph, they prefer working from the 
actual merchandise when feasible— 
so we had no photography or re- 
touching expenses. They made us a 
black-and-white rendition of our 
bottle, 5” high, which worked out 
fine. 

It printed better than any other 
illustration we had ever used. Since 
it is straight line art, our engraving 
costs dropped greatly, for we ducked 
all the combination line and halftone 
rates. We’ve made electros and 
pulled mats, and sent them to our 
bottlers all over Latin America, and 
in every case the reproduction has 
been superb, even on jobs that were 
run on century-old, hand-powered, 
job presses, in remote jungle vil- 
lages. Every proof you pull from the 
original woodcut is a piece of orig- 
inal line art. 

We reduced this 5” bottle to 114”, 
and the illustration refuses to fill up. 
We've blown it up to 15”, and the 
detail and “aliveness” of the bottle 
are still as fine as ever. We’ve used 
it on business cards, letterheads, 
newspaper ads, magazine ads, bro- 
chures, decalcomanias, posters, cal- 
endars, cloth banners, and metal 
signs. If there is such a thing as uni- 
versal art, this proved to be it. 


>How much did it all cost? The 
original woodcut, a pattern electro- 
type, and a stack of coated-stock 
proofs, were invoiced to us at just 





ADD - A-TYPE 


— THE EASY WAY TO SET 


1. Draw a guide line on your artwork 
with a light blue pencil. Score around 
letter and bottom guide line with razor 
or cutter. 


2. Place letter in position on copy so 
that black guide line registers with 
your blue line. When complete word is 
in position rub the type down to 
make it adhere. Cut off black guide 
lines and your copy is ready! 
Add-A-Type offers over 300 type faces, 
arrows, symbols, etc. on self-adhering 
transparent plastic sheets. 


only 85¢ per full sheet 


Write on your letterhead for Add-A- 
Type catalogue showing complete line. 


a product of 
America’s largest Art Supply Center 


ARTHUR BROWN & BRO., INC. 
2 W. 46th St., New York 36, N. Y. 
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ey) save time with... 


StuSet 


RUBBER CEMENT 


Artists and production departments find 
StaSet practical, efficient and economical. Al- 
ways a flat firm bond; dries quickly and 
never wrinkles paper. 


StaSet may be used single surface or dou- 
ble surface effectively. Excess rubs off easily. 
Assures fast, neat paste-ups and mounting. 


Sold at better art supply stores everywhere 
INSIST ON GENUINE Staset 
THE MONET COMPANY 


43 South Avenue, © Fanwood, N. J 
. for more details circle 215, page 127 


CAMERAS — ART AIDS $485 & UP 
PRINTING 


SILK SCREEN 
Ocealer Inquiries Invited 
THE MERRITT LACEY CORP. 
9) CENTRAL AVENUE NEWARK 2, Md 


WRITE FOR CATALOG AR 
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over one hundred dollars. Then, to 
add to its versatility, the label was 
taken out of the original woodcut, 
and the block “lightened,” so it could 
act as the black plate for a two- 
color illustration of the bottle. (The 
pattern electro was made to preserve 
the original monochrome version of 
the bottle.) A.second woodcut was 
made to act as the color plate, and 
now we have our package in both 
one-color and two-color versions. 
(This last woodcut cost us thirty-five 
bucks!) The accompanying illustra- 
tions show the original one-color 
bottle, as well as the way in which 
this was altered to produce a two- 
color bottle. 

We've now got woodcuts of all our 
products. They have worked out 
ideally in every respect, and we’re 
completely sold on them. How else 
can you feel about a single piece of 
art that can be used in any size, 
printed by any process, and repro- 
duced on any kind of stock? Our 
woodcut is perfect for any package 
illustration. Boxes, bottles, cans, 
cartons, all render beautifully by 
wood engraving. In my estimation it 
can’t be equalled. 

Finally, a word of advice. If you’re 
going to try a woodcut, let the wood 
engraver take over. He’s an artist, 
not a mechanic. Don’t try to tell him 
what to do, as you possibly do with a 
photoengraver. Just tell him how 
you're going to use the woodcut, the 
gross effect you want to achieve, and 
the probable methods of reproduction 
you'll use. Work with him as you 
work with your art department, and 
he’ll come up with what you want. 44 


Kodak Gives Amateurs 
Key Tips on Photos 


The essentials of simple, personal 
picture taking are presented in a 
new handbook for amateur pho- 
tographers being distributed by East- 
man Kodak Co. (Rochester, N. Y.). 
While intended primarily as an aid 
to taking “snapshots,” the book can 
well serve the adman who desires to 
obtain a basic working knowledge 
of photography. 

The theme of the 32-page book- 
let is set on the first pages with the 
headline. . . . “This book is for lazy 
people .. . who like to take pictures.” 
From there on, text and photographs 
give the amateur tips on the how and 
why of “better snapshooting” in 
simple terms. 

The first section, “Meet Your Cam- 
era,’ introduces the basic principles 
of photography, explaining the idea 
of exposure in terms of a splash of 
light. 

The next section, “Outdoor Picture 
Taking,” demonstrates how by a 
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BUFFALO PHOTO COMPANY 
152 W. HURON ST., CHICAGO 10, ILLINOIS 
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PHOTOS | 
IDEAS 
CATALOG 


UNDERWOOD & UNDERWOOD 


319 East 44 Street 646 North Michigan Ave 
New York 17, N.Y. Chicago 11, Illinois 
Gentlemen 

Please send me oa copy of your new catalog, 
“Underwood Rerserve Illustrations, Tenth Edi- 
tion,’’ showing a representative sampling from 
among thousands of new stock photographs now 


available. 1 enclose $2.00 to cover cost. {in 
N.Y.C. add 3% Sales Tax) 


Name 
Address 


City State 
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WOOD CUT 


cre at e d inant Senden Wickes Rontianees Boe 
opy: 4-color art 

- This SANTONE Woodcut, shown here same 

es eciall size, was created to reproduce four-color maga- 

p Vy zine art in black-and-white for newspaper ad- 

vertisements. While the SANTONE creates an 

| almost photographic reality, it has a richness 

and contrast unequalled by any pho- 

tographic technique. Its lines, textures 

and details are controlled to assure 

printing without filling up or drop- 


ping out. 
; Let the black-and-white magic of 


SANTONE add its effectiveness to your 

next newspaper campaign. SANTONE 

costs no more than other quality art- 

work, and often returns its cost in pro- 
duction savings alone. Send us merchandise or 
copy, tell us the actual printed size and whether 
you are going to use SANTONE for news- 
Papers, magazines, catalogs or in all three. 
We'll quote by return mail. Or, write for free 
literature. 


- fone HE SANDER EN NG’ .. Inc. 
UT Li SOUTH Sauer oa nae vans 
a CHICAGO 5, ILLINOIS 
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Crescent’s No. 100 ILLUSTRATION BOARD 
makes the Job Easier . . . Better! Send for Samples! 


(ct CHICAGO CARDBOARD CO. 
CARDBOARD, 1240 N. HOMAN AVENUE 


CHICAGO 51, ILLINOIS 
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knowledge of inexpensive filters, the 
use of Kodak Portra lenses and 
flashes, better outdoor pictures are 
achieved. 

Other sections of the handbook 
discuss the advantages of flash 
against floodlighting and suggest how 
to obtain the best possible results 
with both. Many of the more than 
100 photographic illustrations are 
used in explaining indirect flash and 
how to order enlargements. 

The booklet is available at 35¢ 
from Kodak dealers. 44 


Goodkin Co. Introduces 
Camera Lucikon Model B 


Camera Lucikon Model B, a new 
mechanical unit for the preparation 
of creative material for offset, letter- 
press printing, silk screening, roto- 
gravure, blue printing, photocopying, 
or photostating reproduction, is de- 
scribed in a brochure by M. P. Good- 
kin Co. 

With this unit, the operator places 
any type of opaque or three-dimen- 
sional material which is printed, 
written, or drawn on the copyboard. 
The subject matter can be enlarged 
or reduced 400% in true color, and 
the projected image will appear on 
the transparent working material 
without hand shadows to mar fine 
detailing, according to the company. 
The advantages of the unit, accord- 
ing to the company, are as follows: 
e It needs no dark room. With a 
flameproofed head, it can be oper- 
ated in a well-lighted office. 

e Accurate projection is assured 
with parallel adjustments on all four 
corners. 

e It can be used with a standard- 
size chair because of its 29” height. 
e Ball bearing casters allow the unit 
to be moved from one working area 
to another. 


For your copy circle No. 102 on the 
Readers’ Service Card inside back cover. 


“Right now we're wiring for sound for 
4-D, but we expect to have 5-D soon.” 





Attention-Getter 


Use of Unusual Model 
Draws Attention to Ad 


By Reney Myers 
Weinberger-Myers 
New York 


This is a story of an unusual ad we 
did for Droutman Mfg. Co. (Brook- 
lyn), makers of Lark hatboxes and 
luggage. 

Our client has good national dis- 
tribution and is known throughout 
the trade for quality merchandise, 
but its luggage is not advertised to 
the consumer, except for a nominal 
amount in the New York area. 

It runs quarter-page ads monthly 
in Luggage & Leather, weekly in 
Playbill, and 66-line ads every two 
or three weeks in The New York 
Times magazine section, plus 21x11” 
car cards in every other Fifth Ave. 
bus. 


> Droutman felt it could afford an ad 
in a national fashion magazine, using 
neither bleed nor color pages. The 
problem was how to achieve maxi- 
mum comment with the use of only 
one ad. 

Our agency, Weinberger-Myers, 
after careful examination, chose 
Vogue. But we came to the conclu- 
sion that all the Vogue ads suffered 
from an over-all sameness. The mod- 
els looked alike. They were all young, 
slim, and each prettier than the 
other. 

So, we decided to go in an opposite 
direction. This was to use a very old 
lady, not a professional model. She 
would carry the merchandise. The 
nature of the merchandise made it 
necessary for the old lady to be dig- 
nified, sophisticated, urbane. 


> This turned out to be quite a prob- 
lem. The model agencies had no 
women near 80. They rarely receive 
requests like that. The model agen- 
cies said they really didn’t know 
from week to week whether elderly 
models, if they had them, would be 
available in one sense or another. 

Homes for old people were then 
considered. But we didn’t have much 
luck there either. Finally, we decided 
to secure the services of Mrs. Geor- 
giana Carhart, who is well known 
on Jack Barry’s panel show, “Life 
Begins at Eighty” (DuMont-TV). 

My partner, Norman Weinberger, 
and I, who are also art directors, 
turned the mechanics over to Kurt 
Miehlmann, free-lance photographer. 
He described himself as a man of 
few photos, taking only eight 8x10 
black-an-whites with his Deardorf 
studio camera. 


with the ‘Lark 
For the young in heart 


SO Capacious 


And Mrs. Carhart, who describes 
herself as “a lady of a few words,” 
romped through the model assign- 
ment in 20 minutes. Having been an 
opera singer years ago, she sang 
excerpts from Wagner’s “Tann- 
hauser,” and joined with the photog- 
rapher to sing old German songs 
while he was taking the photos. 


> We all worked closely with Joseph 
Pelavin, Droutman ad manager and 
partner. The client nearly fainted 
when he first saw the layout show- 
ing his product displayed by an old, 
old lady. But after the agency ex- 
plained the reasons for the approach, 
the client began to like the idea and 
decided to go along with it. 

Then, we turned the photos over 
to the Security Printing Co. (New 
York), which did, among other 
things, the printing of a four-page 


Mn Georgione Carhart, one of the 
wor of Life Begins ot Eighty 


etter luggage and department 
res. From $10 to about $48 


915x114” folder, incorporating the 
page ad. We ran the ad in June 
Vogue. It showed Mrs. Carhart with 
a Lark hat box (See Cut). 

We called the folder “The Little 
Old Lady in Vogue,” mentioning in 
it that she’s bound to create com- 
ment because we featured an old 
lady in a magazine where every 
other ad shows a young model; that 
Lark luggage is unusual, just as the 
ad is, and that it’s favored by smart 
young people everywhere, “suitable 
for everyone ‘young in heart,’ up to 
age 90.” 

This folder, 1,000 preprints, was 
sent to dealers and buyers. Buyer, 
dealer and consumer reaction? The 
agency and client received a gratify- 
ing comment. Most of all, Droutman 
picked up a good deal of business, 
particularly on its oblong airplane 
luggage. 44 
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SAVE 
TIME... 


SAVE 
MONEY... 


Priced Low 
to Pay for 
Itself 

Right Away ! 


Tue VERSATILE 


e 400% ‘LF and reduction. 11” x ya” 
Viewing Area. 17” x 21” Copyboa Area. 


= a. Area. Portable—mounted ¢: casters. 
perate next to a x o han 269.50 


shadew. Paper Storage Sheif. 
Write for Brochure A-11 for complete 
details and description 
Nearest Dealer on Request 


Manufactured by the 


M. P. GOODKIN CO. 


889 BROAD STREET e NEWARK 2, N. J. 
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wv DISPLAYS 
J PRESENTATIONS 
of EXHIBITS 


for Complete 
Service 


LITHOGRAPHY + PHOTOGRAPHY 
PHOTOSTATS 


A “Complete Graphic Arts Service” is yours 
at a - + designed to make your ideas 
more effective. 

You can count on top quality work at rea- 
sonable cost whether 
you need low-cost 

| | black - and - white 

| printing, fine color 
work, photographic 
| production, or spe- 
cialized photostats. 
But, it’s SERVICE you 
want, and GOOD 
| service you get at 
RCS! 
ideas are part of that 
service, and for FREE! 
| Send your coupon or 
write for booklets, 
| samples, and price 
lists. You'll save time, 
| labor, and money in 
planning graphic arts 
production. See what 
| can be done for you. 


OFFSET PRINTERS 
123 N. Wacker Dr. 


Chicago 6, Illinois 


Please send me FREE details on 
__Printing ___ Photography 
Company 

Address 


ee 
an 
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Remington Rand Develops 
“Hush-hush” Ad Campaign 


Remington Rand Inc. (New York) 
is using an off-beat series of ads to 
dramatize the quietness of its 1955 
noiseless typewriter. The “hush- 
hush” campaign is marked by un- 
usual format and copy-brevity, 
omitting the usual listing of product 
features. 

One of the ads shows a pictorially 
striking bird’s-eye view of a secre- 
tary and her boss working at desks 
a few feet apart. The entire text 
reads: “Noise never comes between 
them ... thanks to her 1955 Reming- 
ton Noiseless Typewriter.” Another 
of the series features a close-up of 
a wide-eyed Siamese cat slinking 
around the new machine, with a 
caption reading, “Now quieter than 
ever before.” 

The third, a special job for The New 
Yorker, is built around a Charles 
Addams cartoon of a shuttered and 
cobwebbed office, where the staff in- 
cludes a witch at the switchboard, 
a fiendish bookkeeper and an idiot 
who leers up from a trapdoor marked 
“Advertising Dept.” In the fore- 
ground sits a sinister, slant-eyed 
blonde typist, and the caption reads: 
“The typing quiet of her 1955 Rem- 
ington Noiseless is positively eerie!” 

The “hush-hush” series is being 
used in Saturday Evening Post, 
Time, Business Week, Newsweek, 
New Yorker and U. S. News & 
World Report and in Remington’s 
Systems magazine. 44 


“Quick Sketching” Kit 
Used for 3-D Mobiles 


A versatile and mobile kit for 
making “on the spot” mobiles is be- 
ing offered by MobiProducts, Bloom- 
ington, Ind. 

Called the “Mobikit,” it is particu- 
larly good, according to the company, 
for those times a client needs more 
than just a sketch to visualize the 
idea the salesman is offering. 

The Mobikit contains thirty pre- 
cision-made spring steel wires with 
sliding hooks for easy balance. An 
eye in one end of each wire takes 
the hook of the next wire below, 
with a clip on the other end to take 
price cards or any light merchandise 
carded or fastened to mesh or cloth. 

MobiProducts claims the kit can be 
used in a large variety of combina- 
tions and is adaptable for decorations 
for office or home. 

Additional details and information 
on a giant mobile that sweeps 
through a twenty-foot circle are 
available from the company. 


For your copy circle No. 103 on the 
Readers’ Service Card inside back cover 





Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 
The New Model 44 


Art O-Graph 


Art production costs 
drop, earnings go up, 
with an Art-O-Graph. 
Render _ illustrations; 
visualize layouts; 
“drop in’ keyline ele- 
ments; capture per- 
spectives; match let- 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 


With Many 1955 
Refinements 


10 Days FREE 
TRIAL—no obli- 
gation, 


Write for 
folder! 


DIVISION OF 


NGEL, INC. 
214-8 Phoenix Bidg., Minneapolis 1, Mint 
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PrstePaper 


always with 


=Tect 


“BEST-TEST” never wrinkles 
— curls — shrinks. Excess 
rubs off clean. 
“n THE GRAPHIC ARTS A MUST. 
A size for every purpose. Sold 
by Stationery, Artist Supply and 
Photographic Dealers every- 
where. 


UNION RUBBER 
& ASBESTOS CO. 
TRENTON, N., J. 
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“Palette Patter’ keeps 
you posted on the latest 
and best in artist materials 
and equipment. Get your 
Write to— 


Dept. AR-1 


BLU a ee 
| 6408 WOODWARD AVE 
DETROIT 2, MICH 
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AR presents the background on an important development 
which has found an amazing number of advertising 
applications in a relatively short period of time. 


By Ted Sanchagrin 
AR Eastern Editor 


Few other single developments in 
advertising have progressed so far 
in such a short time as the use of 
vacuum-formed plastics. 

While the importance of vacuum- 
forming in advertising may be over- 
emphasized by some adherents, this 
boundless enthusiasm is not sur- 
prising, particularly with the im- 
provements made in this phase of 
production, promotion and merchan- 
dising in 1955. 

You may recall less than a year 
ago Walter Stern, technical director 
of Raymond Loewy Associates, in- 
dustrial designers, New York, had 
bemoaned to the Packaging Institute 
the lack of imaginative packaging 
among users except the surgical- 
pharmaceutical and cosmetics-toilet- 
ries fields (see “Packaging’s New 
Frontier: Formed Plastics,” Feb. 755 
AR). 

Most advertisers had limited their 
use of vacuum-formed plastics to 
the conventional flanged sheath or 
blister, stapled or glued to a card, 
or the rigid cup covered with printed 
film or foil capping. 

While you still see this conven- 
tional approach, you also see some 
interesting variations, mainly in 
point-of-purchase displays. More 
often you’re now likely to see: 

e Half-round whisky bottles inserted 


in die-cut car cards, such as the 
Schenley item, so real and inviting 
that commuters pulled them out and 
took them home, creating a new 
problem for the advertiser. 

e Realistic wall displays, such as the 
General Electric all-plastic card, ac- 
tually two back-to-back contour 
bubble sheets housing a variety of 
appliance aids. 

e Imaginative yet simple packaging, 
such as Squibb’s angled toothbrushes 
placed under a contour cover sheet. 
e Floor displays, such as the Motor- 
ola television set-up, with its back- 
lighted transparent full-color screen 
illustration. 

e Wood - grained counter merchan- 
disers, like the Old Crow customer 
changeholder. 

e Attractively boxed premiums, such 
as Trimfoot’s baby shoes packaged 
in a transparent box, or a product 
like Prophylactic’s child-tooth- 
brushes packaged in ship-model con- 
tour packages. 

e Fancy or plain yet utilitarian signs, 
unlighted or lighted from within, for 
indoor or outdoor use, and impervi- 
ous to most weather conditions ex- 
cept perhaps Hurricanes Connie and 
Diane. 

e Almost-real trademarks, like the 
one used by Falstaff beer, genuine 
enough to make you look and feel 
twice to convince yourself it’s not 
metal but plastic. 

e Promotional gimmicks, which too 


are improving, like International 
Sterling’s 5’ high silver spoon, actu- 
ally two halves of metallized plastic 
cemented together around a wire 
skeleton. 

All these are either plain or pre- 
printed, transparent or opaque, half- 
round or flat, full contour or half 
contour, bubble or skin. Some, like 
the Squibb and Trimfoot items, were 
forerunners of improvements in vac- 
uum-forming. Most others represent 
the latest improvements. 

In place of its novelty appeal, you 
have improvements in vacuum- 
formed displays, signs, packages and 
premiums, the four broad areas of 
advertiser concentration for this me- 
dium. 

Trimming it down still further, 
vacuum-formed plastics are concen- 
trated in two areas, which encom- 
pass these four categories. The two- 
area concentration is in displays 
(including signs) and packaging (in- 
cluding premiums). 


>If this article seems to fluctuate 
between displays and packaging, it’s 
understandable, since what has hap- 
pened in one field has had a direct 
bearing on the other. 

Because the use of vacuum-formed 
plastics is so new, AR found after 
long searching that sources of infor- 
mation, while scattered, are con- 
centrated among business publica- 
tion editors and machinery suppliers. 
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plus factors 


QUALITY 


Durable Rubber is your one 
source for the finest and most 
complete line of pressure 
sensitive adhesive pads which 


KEEP YOUR DISPLAYS UP. 


SERVICE 


All sizes and quantities avail- 
able for prompt shipment. 
Displays tested at no extra 
charge. 


you use the finest 
when you use 


PARA-STICK 


TWIN-STICK 
101-201-301 


CEIL-STICK 
HANG‘n STICK 


Durable 


RUBBER PRODUCTS CO. 
609 W. Lake St. @ Chicago 6, Ill. 
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BY HOLLYWOOD 


Showmanship, Prestige, IMPACT! 
They’re on the job for you when 
you put up eye-catching, high- 
lustre, dust-repellent, wrinkle- 
TIES Lit Me left -ta 


JUMP the gun on competition. See 


how, find how, know how from our 


FREE Idea Book! Get it now! 


HOLLYWOOD 
OS 


116 East 32nd Street, New York 16, N.Y 
Telephone: ORegon 9-4790 
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“Life-Size” Spoons . . . Exact replicas of 
the 6” originals, each spoon is held to- 
gether by a wire skeleton molded into a 
clear rigid material and covered with vac- 
uum-formed Mirro-Brite. 


Packaging editors and vacuum- 
forming machine manufacturers, for 
example, sensing the development’s 
growth, advantages and pitfalls, have, 
through addresses at conventions, en- 
lightened display and packaging sup- 
pliers and users with vacuum-form- 
ing plastics’ direction and application. 

Accounting for many advances in 
vacuum-forming is the preprinting 
method, in which plastic sheets are 
preprinted or predecorated in the 
flat stage, then brought into true 
dimension when the sheet is vac- 
uum-formed. Two basic techniques 
are used to produce proper registra- 
tion with preprinted designs: 
eA sheet is vacuum-formed, then 
colored or various sections inked in. 
Then the sheet is placed in the vac- 
uum-forming press and flattened out 
under heat. This particular sheet is 
then used to produce the master 
screen or lithograph color plate. One 
machine producer says this method 
is based on the memory ability of 
the plastic sheet. 
eA plastic sheet is gridded with 
horizontal and vertical lines, then 
formed. After forming, the various 
grids are transposed from the formed 
sections to a flat sheet, guiding the 
artist for coloring in his printing or 
silk screening of the master plates. 
In a word, this system is based on a 
grid system of transferring formed 
sections to a flat sheet. The stacked 
sheets are trimmed or diecut by 
punch press or hand. This holds true 
whether you have a display or a 
package, and is one of the disad- 
vantages of the process—after an 
item has been formed, it has to be 
trimmed or diecut from the sheet. 

However, there are advantages. 

The process is adaptable to multi- 


ple production. Multi-cavity molds 
are the answer. A number of dies 
from a single master, or several dif- 
ferent dies, can be mounted on the 
vacuum press. Dies can be removed, 
replaced, interchanged. For example, 
the design can be cast multi-cavity, 
say four-up, instead of mounting 
four separate dies. 

It’s adaptable to fast mold-making. 
Because mold-making is rapid and 
inexpensive you can get into pro- 
duction sometimes in a matter of 
two, three or four days. Production 
of time-consuming metal-mold man- 
ufacturing is not necessary. How- 
ever, metal molds for injection or 
pressure formed items have, of 
course, advantages which plaster 
molds for vacuum-formed items have 
not, such as long-run durability. 

What has been done with vacuum- 
formed packaging has had a direct 
bearing on the rapid advances made 
in vacuum-formed displays. There 
is such an interrelation of end use 
that it’s often difficult to draw an 
arbitrary line and say this is a pack- 
age and this is a display. 

Take some basic types of vacuum- 
formed plastic displays, and compare 
them with vacuum-formed plastic 
packages. 

A preprinted, rigid outdoor sign 
differs little from a plain, transpar- 
ent, flexible or rigid food container 
with a preprinted lid. 

Or a half-round Rheingold beer 
can or bottle preprinted and inserted 
in a car card is basically similar to 
Squibb’s transparent cover sheet 
holding toothbrushes on a card. 

There are four basic types of vac- 
uum-forming being used in adver- 
tising: 


1. Plain. In this category you have 
outdoor signs and cylindrical or 
squared-off containers for food. 
Plain refers to the shape, not the end 
result. With one, the two halves of 
the sign sometimes are joined to- 
gether after forming has been fin- 
ished, with a lighting arrangement 
inside. With the other, one rigid half 
may be capped with a flexible vac- 
uum-formed lid or unrelated mate- 
rial. 


Boxing Box . . . Boxing gloves are used 
in this shadow-box effect created to be 
pasted on a window. Since the acetate in 
nearly flat use is clear, no die-cutting is 
necessary. 





A “Cool” One . . . Advertising Polar beer, 
this polar bear sign consists of opposing 
panels, vacuum formed from sheeting of 
Tenit butyrate plastic 
deep dimension. 


in eye-arresting 


2. Bubble. With this method, there 
are two applications. In displays the 
preprinted, transparent scene, such 
as the one used in the Motorola tel- 
evision display, is attached to a die- 
cut section of the display. In packag- 
ing, the product is positioned on a 
preprinted, diecut card, and covered 
with a transparent bubble. 

The bubble is fastened to the card 
with staples, glue or adhesive strip- 
ping. In others the flange of the 
bubble is inserted between two 
cards, which are then glued together. 
The preprinted transparency and the 
transparent bubble are both bubbles 
in a sense. 

You see a lot of this type packag- 
ing in hardware stores. Some pack- 
age designers, such as the aforemen- 
tioned Loewy representative, think 
this method is overdone, but one of 
the largest users takes a more utili- 
tarian view (see “How Sears Has 
Geared Packages to Self-Service,” 
July *54 AR). Sears, Roebuck & Co. 
thinks this packaging method in its 
retail stores lifts the everyday item 
out of the commonplace category, 
and imparts a new character and 
higher quality to mundane items. 

This type of packaging makes the 
item more valuable, more attractive 
to the customer. It also gives the 
merchant an opportunity to present 
as a unit items that have several 
component parts, like a pair of 
hinges and the accompanying screws. 
If you’ve ever tried to select hard- 
ware items such as nuts and bolts 
out of a display bank of glass jars, 
you can appreciate the convenience 
of bubble-encased carded merchan- 
dise. 

It eliminates sales slowdown, 
housekeeping problems in the store, 


merchandise shrinkage (lost or pil- 
fered), customers who are unhappy 
over incomplete merchandise. It per- 
mits the merchant to display the 
price and tell his selling story on the 
card, and lends itself to mass dis- 
play. 


3. Skin. This method is an out- 
growth of bubble packaging. Here, 
cards are printed on a single sheet 
and coated with a plastic resin ad- 
hesive, with the cards perforated for 
positioning pins. These hold individ- 
ual small parts, such as screws. 
Holes diecut into the cards not only 
handle odd-shaped merchandise but 
also double in brass as vacuum holes. 
The loaded cards receive the plastic 
sheet, laminated to the card by vac- 
uuming. 

Here, again, the advantages are 
numerous. The package, while hav- 
ing consumer appeal, also holds the 
parts so they can’t rattle around and 
scratch display racks, and the pack- 
age is less likely to get battered. Parts 
and package take up less room. Many 
users like this method better than 
bubble packaging because there are 
no mold costs since no mold is 
needed. Once the cards have been 
diecut out of the sheets, no further 
assembly is needed. 


with 


| SYNCH 


May be mounted in any position. 

Pull up to 20 in. oz. at 1 RPM... 
from 0.8 RPM to 600 RPM. 

Start instantly under load. 





4. Contour. These packages and dis- 
plays are doublesided. They differ 
from bubble and skin in that two 
separate plastic sheets are used. 
They are formed to the shape of the 
front and back of the item or items 
to be packaged or displayed. Then 
they are hinged together, via a hook 
diecut into one end of the sheet and 
a hole diecut into the other. 

Vacuum-forming is used in the 
fabrication of many consumer and 
industrial items: from point-of-sale 
displays to large scale components 
for industry, such as refrigerator 
door liners. The process actually is 
not new, going back 40 years or so, 
but these applications in advertis- 
ing and unrelated fields have re- 
ceived their impetus since World 
War II, when the government used 
critical relief maps. 

Machines for vacuum-forming, 
made by an evergrowing list of 
manufacturers, cost between $1,000 
and $15,000, low when compared to 
the costs of injection molding presses 
and accessories. 

Dies, too, are comparatively inex- 
pensive. Wood, plastic and plaster 
die-forms and molds are used, and 
when faced with metal shell removed 
from model and backed up with liquid 
plastic or plaster that solidifies, 


POWER YOUR PROMOTION 


® TIMING 
MOTORS 


. available in 42 speeds 


May be stalled continuously without coil damage. 


Will last indefinitely . 
Operate smoothly, without vibration. 


. . never need oiling or attention. 


Recommended for operating clocks and turntables, turning 
pages of jumbo books, and similar operations requiring 


high power at slow speeds. 


Write for engineering data or contact your nearest SYN- 
CHRON representative. Our engineers will work with you in 
adapting special applications for SY NCHRON Motors. 


FACTORY REPRESENTATIVES: 


Wesley & Fromm, 5254 W. Madison St., Chicago 

R. H. Winslow & Associates, 123 E. 37th St., New York 

Elec. Motor Engineering, Inc., 8255 Beverly Blvd., Los Angeles, Cal. 
Cable-Hight Co., 1900 Euclid Ave., Cleveland, Ohio 

Lawrence Sales Co., P. O. Box 13026, Dallas, Texas 
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The BIGGEST in the 
field and still 


GROWING 
GROWING 


GROWING 
GROWING 


GROWING 
GROWING 


‘HEADQUARTERS’ 


e@ Plug-in Animation 
e Battery Animation 


We make 
EVERYTHING 
ELECTRICAL 


FOR DISPLAYS 
* 
Any form of 
Lighting @ Flashing @ Motion 
e 
Send for New Bulletin 233T 


HAFT & SONS, Inc. 


950 Kent Ave., Brooklyn 5, N. Y. 
STerling 3-1740 
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Got Something 
Special in Paper? 
You can place a sample in the 
hands of 21,000 Advertising 
Management men with an in- 
sert of your own stock in AR. 
Complete with sales message, 
too. 


Advertising Requirements 
200 E. Illinois St., Chicago 


> FAR WEST NATIVES 
SHIP IT FASTER... 


| New, complete one-shop service 
ae handles all details of storing, 

| repackaging, imprinting, promotion 
_- materials for Far West distribution. 


- Pays for itself through overnight, 
©» short haul, coordinated shipments. 


FRANCISCO §& 


ful packaging cuts waste and spoilage. © 
© This special service can be tailored 


67 BEALE STREET 


THE LETTER SHOP 


© Write for details today. 
ye Send for catalog 
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© Perpetual inventory control and care- ee 


» to solve your own particular problems. * 


Three Birds . . . An animated trademark, 
realistically done in dimension, is this set 
of three ‘’Old Crows.’’ Lithography plus 
vacuum-forming creates the solid effect of 
the sturdy pieces. 


they are suitable for long-run pro- 
duction. Sometimes metal die-forms 
and molds are used. 

Preprinting and coloring has one 
interesting aspect, and that is it’s 
done with distortion on the printing 
plates. Out of this comes proper po- 
sition and registry of three-dimen- 
sional colors and letters. 


>What is vacuum-forming? Basi- 
cally, it consists of heating a plastic 
sheet, which is then sucked over a 
male mold (shallow draw) or into a 
female mold (deep draw) by vac- 
uum. Sheets are hand-fed. When 
web-fed equipment eventually be- 
comes available, another new era 
in vacuum-formed plastics will re- 
sult. Another development which 
will boost the process is a method 
reportedly developed in Canada, 
forming polyethylene into food pack- 
aging. 

Thus far, acetate and butyrate are 
not being considered for packaging 
of food, but are relatively big in the 
packaging of hardware, novelties, etc. 
Butyrate has bad smell for food, and 
acetate does not take to refrigeration. 
Vinyl and high-impact polystyrene 
are now slowly moving into the food 
packaging picture. But most hopes 
are centered on polyethylene. 

Vacuum-forming is a method of 
molding thermoplastic sheets by a 
combination of heat and vacuum. 
The development of deep-drawing in 
1953 has provided new impetus to 
the boom that blossomed since 1950. 
Vacuum-forming uses both clear and 
colored plastics. Clear plastics, gen- 
erally of cellulose acetate or poly- 
styrene, are used in packaging for 
see-through, strength and low cost. 
Acetate has a tendency to blush 
when the draw is too deep. Butyrate 
has an advantage in deep draws. 

One problem in vacuum-forming 
is blushing. Uneven distribution of 


heat sometimes softens a part of the 
sheet too much. Some fabricators get 
around this by intercepting the flow 
of heat and shielding the parts of the 
sheet that get the most stress by us- 
ing copper or aluminum screens. Se- 
lective heating, it’s called. 


> The new vinyl sheet developed es- 
pecially for deep-draw forming has, 
like most thermoplastics, the prop- 
erty of returning to its original flat 
shape when heated. So, a sheet 
formed and decorated by hand and 
then reheated, returns to its original 
flat form, producing a master design. 
Then the master design is trans- 
ferred to a plate or screen, and the 
distorted design can be printed on 
flat sheets prior to forming. 

Today’s best display pieces are 
preprinted in this manner. Little of 
this technique has been seen in 
packaging. Vacuum-forming has in- 
troduced a new dimension to both 
displays and packages. 

For one, trade figures and trade- 
marks and product replicas. No 
sooner does one display manufac- 
turer come up with a _ half-round 
beer can than out comes a vacuum- 
formed metallized trademark or a 
Calvert simulated gold sheet 
mounted as an outer sleeve wrap on 
a cylindrical paperboard gift carton 
with molded-in texture and em- 
bossed medallion. 

Some display suppliers are in vac- 
uum-forming, but the field is so new 
that thus far it appears to be limited 
to the houses that supply displays for 
big advertisers. Unless there’s some 
volume, most prefer to farm out the 
vacuum order. Forming machines 
and plastic sheets, while economical 
in price, have their growing pains. 

Meanwhile, in Chicago, W. L. 
Stensgaard and Associates Inc., has 
just announced new vacuum formed 
display properties available to re- 
tailers as a stock item. 

Behind the announcement is the 
development of new mass-production 
techniques by Stensgaard and the 
installation of large vacuum-forming 


Melting Ice . . . Clear Celanese acetate 
sheeting is used for the vacuum-formed 
ice blocks which are the basis of this Gor- 
don’s Gin display. Melting is effected by 
the forming operation. 





Evening in Paris . . . To merchandise a 
special offer, Bourjois Inc. used two stand- 
ard items in one package, through the 
use of a vacuum-formed Celanese acetate 
blister. 


presses in the company’s Chicago 
plant. 

In the Stensgaard plant, the relief 
molds are hand-made and sheets of 
plastic are laid on them and the plas- 
tic is heated. Air then is removed 
from the mold and the plastic clings 
to the relief surface to produce, after 
cooling, a vacuum-formed plastic 
property. 

Among the stock items now of- 
fered by Stensgaard are decorative 
columns and arches for framing dis- 
play settings or doorways, Grecian 
urns or balustrades for recovering 
old selling tables or squaring and 
valencing posts, panels for walls or 
ceiling finishes, decorative plaques 
and smaller items like Baroque cor- 
ners, crowns, keys, sunbursts, hearts 
and leaf clusters. 

Finishes on the stock vacuum- 
formed plastics are silk-screened 
and, according to the company, are 
color fast, highly resistant to heat, 
cold and moisture, and can be 
washed. 44 


Roto-Ad Clock Provides 


Ad Messages in Movement 


Suggested uses for Roto-Ad Clock, 
a clock that presents an advertising 
message with moving action, are de- 
scribed in a folder issued by Carter 
& Galantin (Chicago). 

Roto-Ad Clocks have plastic faces 
that may be molded to the users’ in- 
dividual needs. In the standard mod- 
els the clock hands are exposed for 
design simplicity and direct setting. 
For window use, an extra case may 
be added to protect the hands. 

Some uses of the plastic face fea- 
ture of Roto-Ad Clocks that are de- 
scribed and illustrated in the folder 
are a pouring beverage, mechanical 


animation of a machine part and be- 
fore and after adaptations. 


For your copy circle No. 114 on the 
Readers’ Service Card inside back cover. 


Vacuum Formed Plastics 
Create Unusual Displays 


Unusual display opportunities are 
offered through the use of three- 
dimensional vacuum-formed plas- 
tics, according to a brochure of 
Majestic Creations Inc. (Woodside, 
N. Y.). Illustrations show a few of 
the many products manufactured by 
Majestic for use in displays and pack- 
age components. Emblems and prod- 
uct replicas can be made as large as 
refrigerator door panels. 

Vacuum-forming is also applicable 
for small shaped-to-product pack- 
ages and protective contour packing. 
Special uses include plastic capsule 
trays, paint palettes, medallions and 
display emblems. 

The brochure illustrates the wide 
variety of design, engineering, fabri- 
cation, printing and die cutting 
which is done by Majestic. 


For your copy circle No. 115 on the 
Readers’ Service Card inside back cover. 
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Poster Print Catalog 


Pictures Fall Displays 


A catalog describing school and 
fall promotional displays is available 
from William Pollack Poster Print 
Inc. (Buffalo, N. Y.). 

The biggest and most colorful of 
the displays shown is captioned 
“Back to School Bargains” in red 
lettering against a light green back- 
ground. Artwork consists of a puppy 
looking wistfully after his departed 
schoolboy master, whose footprints 
lead off the display. Streamers, pen- 
nants and changes of reading are 
available. 

Another four-color display, cap- 
tioned “School Supplies.” includes 
the traditional little red schoolhouse. 

Red and gold falling-leaf cutouts 
are included in the fall display 
catalog. 


For your copy circle No. 116 on the 
Readers’ Service Card inside back cover. 
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The question of the desira- 
bility of redesigning a well estab- 
lished and widely recognized package 
is one which frequently faces admen. 
It faced Philip Morris Inc., whose 
use of the familiar tobacco-brown 
color for its packages dated back to 
1858 in England. 

But change Philip Morris did. It 
was no spur-of-the-moment deci- 
sion, but was supported by extensive 
research in the field. 

AR feels that this complete, be- 
hind-the-scenes report on the entire 
Philip Morris redesign program will 
serve as a valuable case history for 
other advertisers who are consider- 
ing redesign programs of their own. 
Based on a series of exclusive inter- 
views with New York industrial de- 
signer Egmont Arens who created 
the new Philip Morris designs, this 
special AR article gives an insight 
into how a major corporation tackles 
such a program. 


Moving with what appeared to be 
dramatic suddenness, Philip Morris 
Inc., New York, is introducing a 
radically new design into its tens of 
thousands of retail outlets through- 
out the world. 

The new packages for regular and 
king size Philip Morris, despite their 
swift introduction, are actually the 
result of one of the most careful and 
searching redesign studies ever un- 
dertaken, according to Egmont 
Arens, their designer. 

Mr. Arens, who has served the 
company as design consultant since 
the war, revealed that preliminary 
design work to create a completely 
new Philip Morris pack was begun 
two years ago under the code name 
“Project Mayfair.” In the ensuing 21 
months more than 500 different de- 
signs were created and evaluated 
before the final choice was arrived at. 
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In an exclusive AR interview, designer 


Egmont Arens tells the interesting story 


behind the new Philip Morris packages. 


But even before Sept. 1953, when 
“Project Mayfair” entered the de- 
sign phase in designer Arens’ New 
York offices, the subject of a new 
pack for Philip Morris was receiving 
thorough study by company execu- 
tives. O. Parker McComas, president 
of Philip Morris Inc., and Alfred 
Lyon, chairman of the board, felt 
that many factors needed evaluation 
before making the decision to change 
their company’s most important 
pack. 


> Brand loyalty is an important fac- 

tor in cigaret consumption, and Philip 
Morris claims an immense army of 
loyal smokers. How much of their 
loyalty to the cigaret attached also 
to the familiar tobacco brown wrap? 
Did they buy by the pack or by the 
carton? Did they have trouble spot- 
ting their brand on shelves or in 
vending machines? Did they prefer 
their brand but think some other 
cigaret had a better package? 

To find the answers to these and 
many other questions, Philip Morris 
engaged the firm of Elmo Roper to 
survey 10,000 smokers and random 
subjects who might or might not 
smoke. The Roper organization made 
up a complete population sample 
of people from every state in the 
union, of all occupations and income 
levels, so that the 10,000 who were 
actually interviewed would, in effect, 
be representative of the entire pop- 
ulation. 

It was after the completion of this 
study which, incidentally, occupied 
three large volumes, that Philip Mor- 
ris inaugurated the design phase of 
“Project Mayfair.” 


>One finding that Philip Morris 
thought pertinent in its decision to 
change the wrap was that many 
smokers told researchers that al- 
though they smoked the brand and 
wouldn’t think of changing, they 


thought other brands had more at- 
tractive packages. Ratings of visibil- 
ity and color preference made at the 
Color Research Institute, Chicago, 
bore out these opinions with scien- 
tific evidence that the Philip Morris 
tobacco brown pack with black let- 
tering was hard to see from a dis- 
tance and difficult to read closer up. 

Although designer Arens had 
changed the package slightly when 
the company introduced king size 
about two years ago by highlighting 
the black Philip Morris lettering 
with a bright yellow halo to add 
contrast with the brown background, 
this effect worked best under a bright 
light. It had improved legibility 
somewhat, without affecting the basic 
feel of the design. But after the re- 
sults of the exhaustive Roper study 
were in, Philip Morris felt it had 
been given a mandate from the pub- 
lic to go ahead and develop the best 
wrap that could be devised. 

To facilitate liaison between de- 
signer, researchers and Philip Mor- 
ris, president McComas appointed a 
design committee to coordinate the 
various aspects of “Project Mayfair.” 
Headed by PM vice-president George 
Weissman, the design committee in- 
cluded Jack Latham, now Philip 
Morris brand manager, and Hugh 
Cullman, now Parliament brand 
manager, with other executives from 
advertising, purchasing and produc- 
tion sitting in as their experience 
was required. This committee had 
heavy responsibilities to meet and 
constant decisions to make through- 
out the entire course of the study. 

Although Mr. Arens had been asso- 
ciated with Philip Morris as design 
consultant for a number of years and 
was on intimate terms with the 
package, he determined to study the 
old wrap from a detached and fresh 
point of view when he was assigned 
to “Project Mayfair.” 





for Philip Morris 


>“We broke down the package into 

its component elements and studied 

each one separately,” he explained. 

“Basically, there were four important ’ ap = 
elements in the old package: the ‘ a a 

brown background color, the wood r At s ose 

grain effect which modified this 


Bent Me eI MT et 
color, the crest and the oval Philip Reve tete — Philip Moris. 
Morris logotype. “Each of these ele- ot | rome 
ments was studied intensively by it- é 
self and in combination with the 
other ingredients of the old package rer cian , = 
to determine what might be retained, ox — ign oh b> - Mtoe = 
what modified and what dropped 
completely.” 
In addition, he directed another 
group of staff artists in a compre- 
hensive “free design” study where Pat 
all-new design treatments were de- f 3 
veloped without any reference to the cs — PHILIP 
old pack. i MORRIS 
“It was a strange thing,” Mr. a 
Arens reminisced, “how the designs 
that bore no relation at all to the old 
pack—‘Blue Sky’ designs, we called 
them—never looked right. Some were Making a Final Choice . . . Designer Egmont Arens and staff (below) decide new pack 
smart, striking, strong. But they just will have a two-line logotype. Picture (above) shows some of the designs from which the 
didn’t have that ‘Philip Morris feel’ new pack was chosen. The final choice represented approximately two years of work dur- 
that we and the PM packaging com- ing which time Designer Arens created and evaluated over 500 packs. Still keeping that 
mittee agreed was vital.” Philip Morris ‘‘feel,’’ the new pack was chosen for impact at a distance——attractiveness 
Once committee and designer had close-up. Using color as the main key to its new design, Philip Morris chose a white 
concluded that the old Philip Morris background ruled with an especially designed ‘‘real gold look’’ ink. The same ink was 
pack held the key to a successful used for the new logotype crest which was changed to improve impact and recognition 
new package, the preliminary work value. The bright red cartouche around the Philip Morris brand name was chosen to 
and research on the four dominant increase effectiveness in the advertising and at the point of sale 
elements of the old pack were pains- 
takingly analyzed and combined. Mr. 
Arens relates that more than 350 
samples of wood grain effects, broken 
and unbroken lines, crossed his desk 
before the final thin gold lines that 
now appear on the pack were chosen. 
Similarly detailed was the work on 
the other elements. The crest, for 
example, which the designer felt 
was an important part of the quality 
appeal and interest of any new pack, 
was spotlighted in tens of design 
studies. 


ie oa a 
; 


>“If we were to use a crest at all, 
and it was my conviction that the 
crest could make a significant con- 
tribution, I wanted it to be real, 
authentically drawn and distinctive,” 
he said. “A crest that was just some 
lines cluttering up the pack didn’t 
make sense. 

“So we made a study of heraldic 
art in the search for the authentic 
approach. Looking at scores of lions 
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Research ‘’Kick-off’’ on basic re- 
search as Albert Kner, Container Corp., 
and George Weissman, Philip Morris vice- 
president, discuss cartouche designs 


Field Tests 
truck terminal questions driver on his re- 
action to old and new Philip Morris packs 
Field tests included thousands of smokers 


A Roper researcher at 


and unicorns rampant was quite a 
chore. But some of the animals in 
ancient manuscripts gave us ideas 
for a tail, a paw, a posture. Finally, 
the two heraldic beasts emerged, 
proud and vigorous, to give us a 
crest.” 

Intensive as was the study leading 
to the creation of the crest and back- 
ground, the work which produced the 
final Philip Morris logotype and color 
arrangement was even more pains- 
taking. The Arens staff, as well as 
outside lettering artists called in by 
Mr. Arens, worked for well over a 
year visualizing a great variety of 
lettering styles. 

The early stages of the project were 
devoted to a conservative approach 
to the problem with little change in 
the curved presentation of the old 
logotype. But as work progressed the 
logotype was changed radically to 
improve its impact and recognition 
value. A great many lettering styles 
were tried and rejected. Finally a 
half-dozen styles that looked prom- 
ising were developed for further 
testing. 
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Choosing the Colors . . . George Weiss- 
man reaches for a pack as he and Dr. 
Louis Cheskin, director of Color Research 
Institute, hold discussion on color. 


Spot Sales Tests .. . Supermarket shopper 
being interviewed by member of Philip 
Morris team. Packs with one-line logotype 
were tested with final two-line choice. 


Closely associated with the letter- 
ing development was the problem of 
presentation for visibility and dis- 
tinctiveness. Mr. Arens had found in 
his previous packaging experience 
that a cartouche or shape to contain 
the lettering gives the package added 
impact and effectiveness, both at the 
point of sale and in advertising. 


>“In the case of ‘Project Mayfair’,” 
he said, “nothing was left to guess- 
work. We tried out designs that used 
only lettering and compared them to 
dummy packs in which the logotype 
was enclosed in a cartouche. From 


these studies, the PM packaging 
committee and our group selected the 
outstanding packs for testing. 

“The part played by research in 
the entire project was tremendously 
important,” designer Arens stated. 
“There have been few, if any, pack- 
age design projects as thoroughly 
tested at every stage of the work as 
was ‘Project Mayfair.’ In the last 
analysis, final design decisions lead- 
ing to the new Philip Morris design 
were made by many hundreds of 


Testing Reactions .. . An eye movement 
machine records on film subject’s visual 
reactions to old and new Philip Morris 
packs. Tests were run by Container Corp 


Checking Response .. . Camera in super- 
market films response to new Philip Mor- 
ris package. Design was substituted with- 
out special displays or announcements. 


people whose eye movements, mem- 
ory and association patterns, and 
ability to read the various designs 
at distances ranging from 20 feet 
to 12 inches, were observed and tabu- 
lated.” 

These studies were handled under 
the supervision of Albert Kner, di- 
rector of the design laboratories of 
Container Corp., and Louis Cheskin, 
director, Color Research Institute 
(both Chicago). Test results proved 
that lettering presented in a car- 
touche shape could be recognized 
faster and more easily, and read at 
greater distances, than the unen- 
closed type. Impact and memory 
value were also greatly heightened 
by the cartouche. 

A variety of cartouche shapes and 
colors was studied to find the com- 
bination that would have impact at a 
distance, yet be attractive when held 
in the hand and viewed close up. 

According to the designer, this 
two-way effectiveness is particularly 
vital in designing a cigaret pack. 
“There is no other product being 
sold,” he emphasized, “that is used 





by people so continuously right out 
of the package. A cigaret pack will 
be looked at anywhere from five to 
40 times a day by the smoker, and 
is often left out on a table where it 
is in continuous view. So it must be 
friendly and gentle, interesting and 
intriguing, as well as powerful and 
hard-hitting.” 


>The elongated oval cartouche was 
a stand-out in the early design 
studies and tests. It gave impact to 
the design, yet its gentle curves were 
not offensive or irritating. Mr. Arens 
likes to speculate that this oval shape 
was first suggested by the original 
up-curved lettering on the old pack. 
Even though the old pack had no 
cartouche at all, the new oval shape 
somehow captured the feel of the 
original Philip Morris logotype. 

The first oval shapes developed ran 
right across the package and over 
the edges. The modifications of the 
oval that were later adopted and that 
appear in the final version were the 
result of constant refinement and 
sharpening of the design. The quality 
look and the apparent size of the 
package were improved by making 
the cartouche more of a bulls-eye. 
Furthermore, the printing and wrap- 
ping requirements of PM high speed 
machinery made the truncated oval 
more practical than the full shape. 
To tie the elements more closely to- 
gether, the crest was set into a 
“dish-out” at the top of the oval. 

Again testing played an important 
part in the final evolution of the car- 
touche shape and two-line logotype. 
Both the designer and the packaging 
committee felt that the truncated 
oval and two-line logo had more 
identity and memory value than the 
one-line logo on the full elongated 
oval. Tests by Design Laboratories 
proved that retention and memory 
value of the truncated oval were 
considerably greater than when the 


full oval was used. The two-line 
logotype gave increased impact to 
the pack, both at a distance and close 
up, without sacrificing the reactions 
of quality and gentleness evoked by 
the one-line lettering. 

“Whatever we did, we worked in 
color, with color, and for color,” the 
designer stated. “For in a very real 
sense, color was the master key to 
the project. 

“One of the tests of the new de- 
sign is that it looks well and is a 
vast improvement on the old Philip 
Morris pack, even when we used 
the same brown, yellow and black 
colors. But though we kept referring 
whatever we did to these set colors 
as a check point, it soon became evi- 
dent that more vibrant colors would 
increase the dramatic impact of the 
design.” 


> Accordingly, Mr. Arens set up an 
elaborate color record for each of the 
separate design elements. Color 
swatches were laid out for the back- 
ground, the cartouche, the wood 
grain effect and the crest. Over two 
thousand different color samples 
were evaluated by the designer, of 
which the most effective color com- 
binations were made into dummy 
packs. 

“Color conveys feelings quicker 
than anything,’ Mr. Arens empha- 
sized. “That’s why color was the key 
to ‘Project Mayfair’.” 

Almost from the beginning of the 
design phase, the designer had de- 
cided to transmute the old pack’s 
yellow to gold on the new pack. Be- 
cause gold has such a strong asso- 
ciation with quality when properly 
printed, early conferences between 
the packaging committee, designer, 
and printer were frequent. 

William H. Walters, president of 
U. S. Printing & Lithograph Co., 
Cincinnati, made one of the first and 
most important contributions to the 


They buy the lowest 
cost advertising you can get! 


Take full advantage of the 
effective medium your package- 
wrapped products offer. 
‘Personalize’ your protective 
papers with Thilco PRINT 
DECORATING like these well 
known firms do. It costs little 
more than plain papers — 
carries your brand name identity 
to vast new audiences and has 
powerful sales impact. 


MORE SALES APPEAL — Thilco 
print DECORATING adds to 
merchandising value by provid- 
ing immediate product identity, 
better sales appearance and 
simplified inventory control. 


FUNCTIONAL PROTECTION — 
Print DECORATING can be 
applied to all Thilco protective 
wrappings and bags. These 
include papers for Waterproof 
protection, prevention of 
Moisture-Vapor transmission, 
Grease and Oil penetration, 
Specialty grades and 
Decorated Krafts. 


ADAPTABILITY — Thilco 
papers lend themselves to auto- 
matic machine wrapping, 
bundling, hand wrapping, box 
covering and bag manufactur: 
— come in 19 standard base 
colors from which to choose. 


Write for 
sample kit 
of PRINT 
DECORATED 
Thilco 
papers 


| THILMANY PULP & PAPER COMPANY 


Before the Debut . . . Roger Greene, Philip Final Check . . . Designer Arens and Wil- KAUKAUNA - WISCONSIN 


Morris advertising director, and John R. liam Walters, U. S. Printing & Litho presi- 
Latham, brand manager, hold a last min- 


ute conference before retail debut. 


NEW YORK + CHICAGO « DETROIT » MINNEAPOLIS * CINCINNATI 
dent, printers of the wrap, go over first 


press sheets of new Philip Morris pack. . for more details cide 284, page 127 
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new design by assigning staff chem- 
ists to develop a special gold ink that 
could run on high-speed presses 
without smearing and still maintain 
a “real gold” appearance. With the 
successful solution of this difficult 
problem, Mr. Arens’ concept of the 
new design became feasible. 


These conferences between de- 
signer and printer continued 
throughout the design development 
and played a vital part in assuring 
a design that would give trouble- 
free production in the printing and 
wrapping operations. U. S. Printing 
& Lithograph advised on every phase 
of the packs, while Container Cor- 
poration of America was consulted 
on the cartons, as well as on the 
visual tests. Both these firms are 
the initial Philip Morris suppliers: 
U. S. P. & L. for the king size and 
regular packs; Container for the 
king and regular cartons. In con- 
formance with Philip Morris policy, 
other suppliers will also be called 
in as distribution on the new pack 
develops. 

With the gold effect for crest and 
lines assured, the white background 
became the leader because it set off 
the gold so well and because its clean 
brightness added life to the design. 
The vivid red chosen for the car- 
touche provided the focal point of 
attention: a color set off by the sur- 
rounding gold and white and, at the 
same time, lending interest to them 
by stimulating and exciting the eye. 


>Here again, many reds were put 
through visual tests before this clear, 
vivid red was chosen. Color testing 
by Color Research Institute gave the 
final package colors and layout top 
visibility ratings, with almost equal- 
ly high preference findings, thus con- 
firming the choice by the Philip 
Morris packaging committee of a 
package that was both strong and 
pleasing. 

Market testing in this field by 
Philip Morris executives, headed by 
vice-president George Weissman and 
brand manager Jack Latham, using 
packs printed in a trial run by U. S. 
Printing & Lithograph Co. continued 
in May and June 1955, with the final 
pack design using both one-line and 
two-line logotypes. Concurrently, 
Elmo Roper tackled a second project 
of consumer interviewing in the field, 
this time armed with the new pack. 
Both opinion and market tests were 
so favorable that the company rushed 
the new pack and carton into full 
production for distribution through- 
out the country in late September, 
rather than introducing it first for 
limited distribution. 

These late tests guided the com- 
pany into a choice of the two-line 
logo on the packs while retaining 
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Johnny’s New Look . . . Matching the 
new pack, Johnny wears red trousers with 
a gold side stripe, a white jacket with gold 
buttons and epaulets and a red cap with 
gold trim. 


the one-line logo on cartons and 
shippers. 

Biow-Beirn-Toigo Inc., New York 
advertising agency for the Philip 
Morris brand, was kept posted, and 
as soon as the new design was cho- 
sen the agency went into high gear 
on production of a major advertis- 
ing campaign to dramatize the new 
pack, while Michael Keith, Philip 
Morris sales promotion manager, 
spark-plugged the application of the 
new logotype and design to point- 
of-sale material for the various types 
of retail outlets. Even Johnny’s uni- 
form was redesigned by Mr. Arens 
in red, gold, and white to match the 
new wrapper. Johnny’s new uniform 
is a white jacket, red pants, and 
red, gold and white cap—jacket with 
gold epaulets and gold and red car- 
touche, pants with gold stripes. The 
old uniform was red jacket and cap, 
black pants. 

Now public and trade response and 
the work of all those associated with 
“Project Mayfair” have changed it 
from a conception to a reality. Philip 
Morris brown has paved the way for 
what designer Arens and Philip Mor- 
ris calls, “The best new pack that 
can be devised.” 4¢ 


Vue-Thru Labels Available 
From Allen-Hollander Co. 


Designed to overcome the opacity 
of paper stocks, new “Vue-Thru” 
labels by Allen Hollander Co., New 
York, are available in continuous 
rolls for automatic dispensers or they 
can be cut-to-size, since die-cutting 
of unusual shapes is a feature of this 
new process. 

Transparent and pressure sensitive 
Vue-Thru labels permit the message 
to appear imprinted on the product 
while keeping the product in full 
view. They adhere easily to any 
smooth surface like wood, plastic, 
glass or metal, and when once re- 
moved leave no unsightly residue 
and require no surface scraping, 
according to the company. 

Samples and additional informa- 
tion are available. 


For your copy circle No. 112 on the 
Readers’ Service Card inside back cover. 


Avisco Offers New 
Cellophane Pamphlet 


The various characteristics and 
uses of its many different types of 
cellophane are described in a booklet 
just put out by the American Vis- 
cose Corporation, Philadelphia. Also 
described are three new film types 
recently added to the Avisco line 
with general uses: 

e M-5... for direct wraps for cara- 
mels, or as carton liners for “dry” 
frozen foods or other products where 
heat seal is not needed. 

e MS-4 .. . for carton overwraps 
and as bags for packaging greasy or 
oily products such as potato chips 
and for laminations and packaging 
certain powders. 

e MSB-6.. . for use as moisture- 
proof packages to hold wet produce 
items like corn. It also is used for 
laminating and to hold mildly hygro- 
scopic powders and in other in- 
stances requiring extra durability. 

The company also has announced a 
change in coding to reduce confusion 
in selecting different types of cello- 
phane, according to the pamphlet. 


For your copy circle No. 113 on the 
Readers’ Service Card inside back cover 


“Sure is dull around here. . . wish some- 
thing would happen.” 





By Phil Seitz 
AR Los Angeles Correspondent 


Excepting taxes, there is probably 
no more frequent common denomi- 
nator for all businesses than trade 
association activities and meetings. 

Every business man has at least 
one, and usually several, associations 
existing to serve his type of busi- 
ness. Functions of these associations 
may vary widely, but most have in 
common the holding of an annual 
convention. 

Also, most have in common the 
question, “Why is attendance at our 
annual meetings so lousy?” Too 
often, associations for which there is 
great need in the industry they serve 
wither away because their officers 
and active supporters grow discour- 
aged and lose interest when they 
have spent much personal money 
and time preparing for a meeting 
for which only a handful turn up. 

The result is those responsible 
for conventions sometimes get to 
feeling that people just aren’t inter- 
ested, that maybe they should be 
held less frequently, that the answer 
is more and bigger entertainment 
features, or people are just too dumb 
to know what’s good for them. 


> None of these answers is accepted 
by the Allied Trades of the Baking 


Industry of Southern California, 
which sponsors a Bakers Forum each 
year for the bakers it serves. 

The Bakers Forum is a two-day 
meeting held each year in Los An- 
geles. Although it is a Southern Cali- 
fornia group, bakers attend from 
throughout California, Arizona and 
other western states. Almost from the 
first forum, held in 1949, its attend- 
ance has exceeded that of all indus- 
try conventions except the national 
organizations. This comparison is 
made against both state and regional 
meetings in the industry. 

In 1955 the Forum had an official 
registration of 775. Of these, 512 
were bakers and their wives. The 
remaining 263 were allied tradesmen 
selling to bakers. This approximate 
ratio of two-thirds bakers and one- 
third allied tradesmen is in direct 
reversal of the usual situation in the 
industry, where allied tradesmen 
frequently outnumber the bakers by 
two and three to one. 


> This outstanding attendance record 
has been built by following definite 
policies. The first is that the program 
must be streamlined, no committee 
reports, talks by officers, etc. There 
are no “sacred cows,” that is, people 
or companies that must be on the 
program. 


Over seven years, not more than 
three or four speakers have appeared 
on the program more than once. 
Almost half the speakers on any 
program are from outside the indus- 
try. It is believed this results in new 
thoughts and _ stimulates thinking 
about old ideas with new twists. 

In the same vein, speakers are not 
selected until the subject matter is 
chosen. This done, the program com- 
mittee then discusses and decides 
what speakers can best handle the 
chosen subject. A speaker is not 
given the option of choosing his own 
subject, because it is felt he may 
either fail to fit into the overall pro- 
gram theme, or even duplicate the 
subject matter of another speaker. 


>Experience has proven that no 
matter how prominent a man may be, 
he will not object to being assigned 
a specific subject. In fact, it is aston- 
ishing how many dread being asked 
to speak and being told to pick their 
own subject. Usually, the bigger a 
man is the more anxious he is to 
make a definite, needed contribution 
to the program. 

Speakers must be able to “speak.” 
If it is felt an authority on a subject 
is not a speaker who can hold an 
audience, he is passed up in favor of 
one who can. Usually, speakers from 
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within an industry will not ask for 
pay. However, men from outside the 
industry may ask to be paid. Such 
speakers are passed up. It is not nec- 
essary to pay to get good speakers. 


> The Allied Trades holds entertain- 
ment at a minimum. While “rooms” 
serving liquor are not forbidden, they 
are not encouraged. The only enter- 
tainment that is part of the meeting 
is a banquet on the last night. So 
far it has proven to be true that 
entertainment in itself does not at- 
tract attendance. The belief is that 
too much emphasis on entertainment 
may discourage the attendance of the 
man who comes to learn something 
of value. 

On the other hand, those who 
make the big noise about entertain- 
ment will not hold back if it is not 
on the program ... given the excuse 
the meeting presents, these people 
have no trouble whipping up their 
own entertainment. 


>A good program having been de- 
veloped, the problem then is to get 
attendance. A meeting can have an 
extremely fine program which is 
wasted because there’s no one there 
to appreciate it. 

From this point, the Allied Trades 
of the Baking Industry of Southern 
California regards the Bakers Forum 
as a sales problem of the type it 
meets every day. Nobody wants to 
buy anything. It is the salesman’s 
job to persuade the baker he cannot 
afford not to buy and use his product. 

In selling this concept, the sales- 
man has plenty of competition. In the 
same manner, the Bakers Forum is 
considered as competing with many 
other demands upon a baker’s time 
and money. 


> With this thought in mind, trade 
publicity and promotion are planned 
and executed just as they would be 
for any other product. The program 
is completed and in printed form at 
least a month and a half in advance 
of the meeting. Members cooperate 
to assemble a list of some 1,200 bak- 
eries in California and Arizona. This 
is used for two mailings. The first 
is a general letter along with the 
program; the second is a letter point- 
ing out forum highlights. 

Extra copies of the program and 
letters are printed for distribution to 
allied salesmen at a “Bakers Forum 
Kick-Off Dinner” held some time 
during the month preceding the 
forum. All allied companies are 
asked to send their salesmen to this 
meeting. Attendance varies between 
125 and 200. 

The salesmen are given a complete 
review and discussion of the pro- 
gram, and pep talks on the impor- 
tance of getting bakers to attend the 


forum. They’re told that serious 
attendance at the forum will result 
in better business men, and better 
business men will be better cus- 
tomers for them. 

The salesmen are told that the pro- 
grams and letters will be going out 
to bakers within the next few weeks. 
They are encouraged to carry their 
copies so they can talk about the 
meeting or answer questions. The 
salesmen are also given a colored 
calendar sticker. This is on gummed 
paper, approximately 144x214”, car- 
rying the copy, “Bakers Forum, Am- 
bassador Hotel, April 26-27.” The 
objective is to get these stickers 
pasted over those dates on every 
calendar in every bakery in the area. 


> Trade publicity also plays an im- 
portant part in stirring up interest. 
Trade journal publicity begins four 
months in advance of the meeting. 
With the program virtually com- 
pleted at that time, it is possible to 
know what is available for publicity 
and how to plan to use it for maxi- 
mum effect. 

The result is four separate and 
different news stories, and finally, a 
complete program, sent to industry 
publications at the rate of one every 
three weeks, with final releases 
timed to hit the last issue of month- 
lies before the forum dates. This in- 
sures a continuous flow of publicity. 
It is also believed that bakers are 
impressed with the importance of the 
meeting when they read a series of ° 
stories about the forum, no matter 
what publication they read. This is 
one form of publicity you don’t have 
to worry about in most industries— 
a meeting is legitimate news, and 
properly-prepared releases are used 
by all publications. 

The same material that is mailed 
to the trade magazines is also sent 
to those companies publishing ex- 
ternal house organs or bulletins to 
the trade and to bakery trade asso- 
ciations in the West that have bulle- 
tins or hold meetings where an- 
nouncements are made. 


> The final step in trade publicity is 
the hiring of a top news photog- 
rapher to take approximately 20 
pictures of speakers and events at 
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We Grow 
The BEST PEACHES 
Ever Shaved 











the forum. The four publications 
covering the meeting are given their 
choice of four exclusive pictures, and 
four non-exclusive pictures. The 
non-exclusives are also made avail- 
able to other publications asking for 
them. 

It has been found that furnishing 
good, sharp, interesting pictures re- 
sults in maximum space. Such cover- 
age gives the meeting added impor- 
tance and over a period of years has 
made its contribution to building 
attendance. 


> Exhibits by allied companies can 
add much to a convention, it was 
found this year. A survey among 
bakers had indicated their interest, 
provided the exhibits were informa- 
tive, showed new products and ideas, 
and were not just displays of prod- 
ucts, a table and a chair or lounge. 
With this in mind, exhibitors were 
urged to study the results of the 
survey and come up with a positive 
contribution to the forum. To stimu- 
late such action, a placque was of- 
fered for the best exhibit. 
Three judges, a trade paper editor, 
a prominent baker and an official of 
a national association, scored the ex- 
hibits on these points: 
e Originality. 
Information imparted. 
Color. 
Illumination. 
Action. 
Literature. 
Attractiveness. 
New products. 
Ideas. 
With the hopes of spurring better 
exhibits next year, the presentation 
of the placque was made at the ban- 
quet, where 750 industry members 
filled the Coconut Grove. By empha- 
sizing the honor in this manner, and 
giving it trade publicity, it is ex- 
pected Allied exhibitors will seek the 
honor, and in so doing give greater 
thought and planning to exhibits. 


> After the survey revealed the in- 
terest of bakers in exhibits, allied 
companies were checked on their 
attitude. It was learned the biggest 
objection was that often the exhibits 
are placed out of the way, where 
there is minimum traffic. The com- 
plaint was that since an exhibit rep- 
resents a major expenditure apart 
from the cost of the space, an exhib- 
itor is entitled to maximum traffic 
and exposure to his customers. 
Based on this complaint, the ex- 
hibit area was so located that it was 
the first thing seen at the meeting 
and it was necessary to pass through 
it in order to get into the meeting 
room. Also to aid exhibitors in get- 
ting leads, each exhibitor was fur- 
nished with 200 tickets for each busi- 
ness session. The tickets were given 





to bakers each time they registered 
at a booth. 

The tickets were used for draw- 
ings in which the awards were small 
appliances such as a toaster, coffee- 
maker, etc. The holder of the win- 
ning ticket was obliged to be present 
at the meeting when his ticket was 
drawn. 

The result of the emphasis placed 
on the exhibits and their promotion 
was an always crowded exhibit area, 
the expressed willingness of 19 of 
the 20 exhibitors to participate again 
in 1956, and expressions from many 
who did not participate that they 
wished to do so in 1956. 


>Another feature of the Forum 
which creates much interest and con- 
tributes to drawing attendance is the 
Gold Cup Award. This is a competi- 
tion in which bakeries are invited 
to enter their best products in nine 
classifications of bakery foods. The 
judging of the products is done by 
nine home economists considered 
representative of the housewife’s 
viewpoint. 

The judges award a gold cup for 
the “best” in each of the nine classi- 
fications and awards of merit to 
other products they consider out- 
standing. The display of bakery 
foods available through the competi- 
tion (1,200 separate entries in 1955) 
is an attraction in that bakers get 
ideas for new items and see what 
others are doing. 

The sum of these various activities 
is an attendance far greater than 
anyone could have anticipated seven 
years ago. The Allied Trades of the 
Baking Industry of Southern Cali- 
fornia believes this achievement re- 
sults from consistent checking of 
what bakers are interested in and 
need, then giving it to them, in the 
words of the old Dutch baker, “The 
best you know how.” 44 


lvel Literature Describes 
Versa-Lite Exhibit Cases 


Colorful exhibiting of products at a 
low-cost to the advertiser is possible 
through the use of its new Versa- 
Lite exhibit, according to a new 
pamphlet by Ivel Corp., New York. 

Contemporary in style, with the 
customer’s choice of design and copy 
changes at will, the Versa-Lite has 
plenty of room for the product plus 
literature and sample storage space. 
It is extendable in length from 4’ to 
8’ with a 12’ width and packs easily 
into a small case that’s only 10x32x 
98” in size. 

The pamphlet illustrates basic 
parts of the case as well as the case 
in position for use. 


For your copy circle No. 101 on the 
Readers’ Service Card inside back cover. 
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Ekco’s variation on this basic Ship‘n 
Show design shows the flexibilities of 
possible treatments to meet the exhib- 
itor’s requirements. 


Unfold and Behold 


a complete exhibit 


DESIGNED IN WOOD 
in one case! 


Here's the aircraft principle of strength with- 
out weight — ingeniously applied to your 
Convention Display needs! 

Now you can have a smart, modern Display 
sturdily built of smooth birch plywood, with 
rigid solid wood frame, rugged continuous 
hinges, washable lacquer finishes—to set off 
in style whatever you want to spotlight: copy, 
photos, translites, artwork. 

Built-in compactness and clever engineering 
mean speedy set-up and quick getaway with 
your handsome SHIP ‘N’ SHOW. Ten to 
15 thumb nuts secure coverplates during 
shipment (and tough wood skids protect on 
all sides against shipping knocks). Just spin 
off the nuts—take off the covers—unfold 
and behold! There’s your complete exhibit 
set up, with lights and samples built in! 
And when the show’s over, just close up the 
Display, fasten the nuts—and go catch your 
plane home! 


INDIVIDUALIZED DRAPES 


Now you can get as little as 40 yards of 
colorful FIBERGLAS Drapes—processed 


with your own logo or trademark—at 
practical cost! Write for more data on 


CAPEX Shodrapes! 





Time and money—you'll save plenty of both 
with high quality, low cost SHIP ‘N’ SHOW. 
Eight basic designs to choose from—unlim- 
ited special treatments available by our none- 
better art and con- 
struction staff. In- 
vestigate now 
there’s a CAPEX 
man near you who 
can provide all de- 
tails. 





* WRITE (ON 
YOUR BUSINESS 
LETTERHEAD, 
PLEASE) FOR 
SHIP ‘N’ SHOW 
DESIGN PORT- 
FOLIO... 


CAPEX COMPANY, INC. 


Evanston, Illinois 
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Plays All Records — 3 Speeds — 33'/3 — 45 — 78 rpm 
For Use With All Viewlex Projectors 150 to 500 Watts. 
Sound System Or Projector May Be Used Independently. 


Brilliant pictures and clear “bell-tone” sound 
in one compact economical unit that has 
delighted every educator and sales-manager 
who has ever heard it. 

Two permanent needles © Separate tone and 
volume controls © Uses filmstrip, slide, or 
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‘combination slide and filmstrip Viewlex pro- 


jectors ® “Light Multiplier’ optical system — 
2”, 3", 5°,7", #, 11" lenses available with- 
out change of condenser system. Priced from 
$124.25 up. 


Write Dept. 234 for literature. 


_ All VIEWLEX projectors are guaranteed for a lifetime! | 
35-01 QUEENS BOULEVARD, LONG ISLAND CITY 1, N. Y. 
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Mitchell Mfg. Co. developed a com- 
prehensive kit of materials which 
permits its distributors to put on 
real professional sales meetings 


with a minimum of effort. 


How to get distributors to handle 


sales meetings like professionals 


By Bert Enos 
AR Associate Editor 


If you want your distributors to 
do a real professional job of getting 
over a sales program to dealers, 
you've got to give them all the pos- 
sible tools to work with. 

That’s what Mitchell Mfg. Co. 
(Chicago) did to insure success of 
its 1955 window air conditioning 
sales plan. 

Here’s the background. 

Early in 1955 the window air con- 
ditioning market was greatly over- 
loaded with carry-overs from almost 
every manufacturer in the field, the 
result of an air-conditioning boom 
that got started about two years ago. 
Mitchell came into this market with 
a new product that embodied brand- 
new features. 


>The company worked out four 
objectives: 


1. To develop a program that would 
give recognition to and reach the 
smaller dealers. 

2. To sell a specific quantity of mer- 
chandise in a specific time. 

3. To develop a market for trade- 
ins, a merchandising area not previ- 
ously touched in the window air 
conditioner field. 

4. To develop a program that would 
conform to a limited budget. 

As for the program itself, Howard 
Haas, vice-president in charge of 
advertising and sales promotion for 
Mitchell, knew that distributors were 
not experienced “showmen,” nor 
were they prepared to handle a sales 
meeting requiring professional 
“showmanship.” 

He decided to give his distrib- 
utors a sales meeting program that 
would do the job for them, requiring 
a minimum of time and effort, and 
using just about every advertising 


and sales promotional method in the 
book. The sales promotion & train- 
ing division of Kling Studios (Chi- 
cago) was handed the job of work- 
ing up the sales meeting. 


>From here on out, the story of 
how Mitchell helped its distributors 
do a “professional” job by supplying 
them all the possible tools is best 
told by describing a typical Mitchell 
distributor “Spring Promotion Sales 
Meeting.” Incidentally, Mitchell dis- 
tributors held 110 of these meetings 
in their show rooms and in hotel 
rooms across the United States dur- 
ing last April. 


1. The kit. 

Kling planned and wrote a kit for 
distributors containing all the neces- 
sary materials and instructions for 
using them. In the kit were: 

e A manual which told the purpose 
of the program, how to get attend- 


Audio & Visual Aids + 99 





How Graphic Calculator 
serves leading industries 


*..-one of the best 


SALES TOOLS 
we have ever had” 


The Caterpillar Earthmoving Calculator 
presents 20 variables in one simple-to-read 
slide .. . and Caterpillar customers figure 
costs in minutes. Time consuming charts, 
complicated tables and extensive figuring 
are eliminated ...the correct answer is 
set up on the slide. 

Custom-designed by GRAPHIC, this 
calculator has played an important part in 
Caterpillar’s sales program for ten years. 
It is “. . . one of the best sales tools we have 
ever had,” reports Mr. R. D. Evans, Asst. 
Manager of Caterpillar’s Sales Develop- 
ment Division. 

Hundreds of companies, in every indus- 
try, have found that GRAPHIC visual aids 
are remarkable sales stimulators. What- 
ever your need... calculators 
customers’ problems. . 


to solve 
. selectors to help 
them choose your product . . . demonstra- 
tors to show your product . . . or visualizers 
to aid in using your product... let us 
show you how a GRAPHIC DEVICE can 
solve your problem. Just mail the coupon 
today, without obligation. 


Show it...tell it...sell it 
with custom-designed 
al CALCULATORS 
SELECTORS 


DEMONSTRATORS 
VISUALIZERS 


GRAPHIC CALCULATOR CO. 


633 Plymouth Court, Dept. 4-115, 
Chicago 8, Illinois 


GRAPHIC CALCULATOR CO. 

633 Plymouth Court, 

Dept. A-115, Chicago 8, Ill. 

Please rush free folders which show how 
GRAPHIC DEVICES can be profitable in 
my business. 
NAME 
COMPANY 
BUSINESS. 
ADDRESS. 
CITY. 


ee EEE 
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ance, how to set up the meeting 
room, what materials to have at the 
meeting place and a step-by-step 
outline of what to do at the meeting. 
e Details, certificates and agree- 
ments for the tv civic award plan and 
presentation, which was to be an 
integral part of the program. 

e A booklet, “The Mitchell Fact 
Finder,” of which more later. 

e A booklet describing salient fea- 
tures of the Mitchell room air con- 
ditioner. 

e A brochure describing the new 
trade-in policy, a newspaper mat 
service to supplement it, and trade- 
in signs. 

e Two direct mail pieces. 

The kit itself was enclosed in a 
specially designed corrugated carton 
by Triangle Paper & Box Co. (Chi- 
cago) which bore the imprint, “Con- 
fidential—For Use by Mitchell Dis- 
tributors Only.” 


2. The direct mail pieces. 

These were 812x11” pieces, folded 
once, and bearing a perforated busi- 
ness reply card. On the cover of the 
first one was a drawing of a woman 
silhouetted behind a drawn shade, 
captioned, “What Every Dealer 
Should Know.” When opened the 
piece showed the reverse of the 
shade and the female figure, with 
the words, “How You Can Sell a 
%4 h.p. Room Air Conditioner for 
$99 and Appear on Television.” 

The second direct mail piece was 
a conventional follow-up which 
showed the same female figure by an 
open gate with the caption, “We're 
Keeping it Open!” Again a business 
reply card was an integral part of 
the piece. 

Distributors were provided with 
air mail, stamped envelopes for or- 
dering the number of direct mail 
invitations they needed. The orders 
were sent to Kling, who processed 
them, imprinting the time and place 
of the different meetings, and then 
returned them to the distributors. 

The mail pieces were two-color 
110 White Index stock from Mes- 
singer Paper Co. (Chicago) and were 
printed by Richter-McCall (Chi- 
cago). Many distributors merchan- 
dised the direct mail pieces to the 
hilt, following up with telephone 
calls, night letters and telegrams the 
night before the meeting to remind 
dealers about it. 


3. Arrangement of the meeting 
place. 

A carefully prepared diagram in 
the manual assured that the set-up 
of the meeting places would be uni- 
form. Meeting places were to be ar- 
ranged in similar fashion by all dis- 
tributors, with displays of actual 
mounted air conditioners flanking a 


Pe 
tay SALESMAN £@ 
WILL SELL MORE... 


THE PERFECT SALES KIT 


COMBINES A RING BINDER DISPLAY 
UNIT WITH HANDY ZIPPER CASE 


Attracts and holds prospect's atten- 
tion by setting up sales material at a 
30° angle when he is standing, or 
a 60° angle when he is sitting. Two 
pockets hold order pad, circulars, 
etc. Weatherproof zipper closure. 


SEND For Full Line Folder 


1708 West Washington 
CHICAGO 12, ILL. 
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SILENT SALESMAN with 


SIZZLING SELLING SENTENCES 


The only continuous advertising projector with 
a Money Back Guarantee to show brilliant Koda- 
chrome pictures in your window during daytime. 
Show 12 beautiful Kodachrome slides with 10- 
word Sizzling Selling Sentences with each slide 
showing for six seconds. 

Powerful 750 watt, 200 hour lamp, Small, 
compact, easy to carry. 18” height, 14” width, 
14” depth. 8x12” screen size. Beautiful leather- 
ette covering in several color combinations. 

Ideal counter cabinet to sell all types of mer- 
chandise. Push button attachment for intermit- 
tent showings. Customer pushes button, projector 
operates one cycle of 12 slides and shuts off, 
ready for next showing. 

Price 


$1650° 
Preture R 


OCONOMOWOC, WISCONSIN 
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screen in front of the room. Also in 
front was to be a table containing 
a flip chart and a chair for the “page 
turner.” A slidefilm projector was at 
the back. 

At this point, many sales meeting 
promoters may be interested in an 
introductory paragraph of the man- 
ual, which warned that materials for 
the audience should not be distrib- 
uted until the close of the meeting. 

Said the warning, “If copies of the 
Constitution were given out at the 
beginning of a sales meeting, the 
men would read them!” 


4. Record and flip chart. 

Key factors in the meetings were 
the sales meeting record and the 
flip chart. The record was a 30- 
minute “show,” planned and written 
by Kling, designed to carry the 
burden of entertaining and inform- 
ing dealers about the program, while 
the flip chart was to provide inter- 
esting “visual” to the recording’s 
“audio.” 

The combination worked like this. 
The record ran for nine minutes, 
while at the same time, following a 
“beep” in the record, the page-turner 
turned six pages of the flip chart— 
then eight minutes of record, four 
pages of flip-chart and 15 minutes 
of record and nine pages of the chart. 
In practice, however, the combina- 
tion was interspersed with a show- 
ing of the sound slidefilm and a com- 
parison of Mitchell and competing 
air conditioners. 

The recording was done by Kling 
Film Division, which used eight pro- 
fessional actors and music and sound 
effects from the Kling library of 
effects. The records, 3343 rpm micro- 
groove, were produced by Columbia 
Records (Los Angeles). 

The recording, which utilized 
sound effects like, “Ready with Mr. 
Tracey on Line 3,” and “Line 3, 
Clear,’ to give the impression of 
dramatic office noises, told the story 
of the 1955 market and Mitchell's 
reasons for going after a larger share 
of it. 

The flip chart, which included 
striking lettering, diagrams, and 
humorous figures to make visual the 
music and sound effects of the rec- 
ord, was 18x22”, utilizing black on 
white, black and orange on white, 
and black on yellow to get over its 
part of the message. 


5. The slidefilm. 

Now the meeting switched to a 
sound slidefilm about Dr. Sanctum, 
who “invented” cooling units as an 
easily-understood term for talking 
about cooling in place of the more 
cumbersome BTU’s, used by engi- 
neers in the air conditioning busi- 
ness. 

The sound slidefilm, in full color, 


included 43 frames and was done in 
its entirety by Kling Film Division. 
An interesting point here is that the 
sales meeting record was on 3314 
rpm micro-groove, which is playable 
on any standard two or three-speed 
phonograph, so that it could be used 
in dealers’ stores where occasion 
demanded without the necessity of 
carrying the sound slidefilm equip- 
ment, which only plays records cut 
on a 33144 rpm standard groove. The 
meetings were so designed they 
could be held without the sound 
slidefilm if necessary. 


6. The “Mitchell Fact Finder.” 

Later in the meeting, eight pages 
of the flip chart, with accompany- 
ing sound and script, were used to 
show comparisons of features of the 
Mitchell room air conditioning unit 
with seven competitive brands. 

The comparisons were spelled out, 
with appropriate diagrams on the 
flip chart. Each of the eight pages 
of the flip chart used in this part of 
the presentation showed a Mitchell 
room air conditioner with a different 
competitive model. Mitchell facts 
were in black, as were illustrations 
of Mitchell parts, while competitive 
facts and illustrations were in 
orange. 

This feature of the presentation, 
not paramount in the meeting but 
paramount in Mitchell thinking, was 
further merchandised by having the 
eight pages of the “fact finding” part 
of the flip chart incorporated in a 
334x9” booklet which was distrib- 
uted to the dealers. 

The booklet was produced by Alli- 
gator Press (Chicago) as a simple 
reduction job in black and white 
which contained exactly the same 
information which was on the eight 
pages of the flip chart. 


7. The trade-in promotion. 

Further merchandising its promo- 
tion, the Mitchell distributor intro- 
duced the trade-in deal and news- 
paper mat service and labels as 
dealer aids. 

The newspaper mats were offered 
in a 1634x22” four-page flyer, easily 
visualized by dealer-users, while the 
labels were yellow and black oval- 
shaped signs, 842x111”, which could 
be readily placed on shipments of 
reconditioned units. The labels were 
designed by Kling and printed by 
Richter-McCall (Chicago), while the 
mat art and a product run-down 
bulletin, which also was distributed 
at the meeting, were prepared by 
Mitchell’s agency, Rothbardt-Haas 
(Chicago). The mats were pressed 
by Progressive Matrix (Chicago). 
8. The tv Civic Recognition Award. 

The “puncheroo” at the distrib- 
utor-dealer meeting, tying in with 





Al. Loy SAWS: 


~~ “(il sales have spurted 
since my sheiks use” 


VPD 


SPEL-BINDERS 


STOCK VISUAL 
PRESENTATION BINDERS 


sively presented in a V.P.D. 
Spel-Binder “do-it-yourself” 
visual presentation. 


THE PERFECT 
BUSINESS GIFT! 
28 stock style 
V.P.D. Spel-Binders from $1.85 
Stock sizes up to 24 x 18 


ae eee ee 
ithe Med eee Dele ks 


See colorfully illustrated booklet +AR-11 
fey 


with the full story on VPD Spel-Binder 
TTR Mm Ch TNC ROLLERS 
Clip this ad to your letterhead and mail to 


JOSHUA MEIER CO., Inc. 
153 W. 23rd St., New York 11, N. Y. 


Manufacturer of V.P.D. Visual Acetate Products 
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See how ADmatic can boost sales for you 


Put full color and action into your sales messages— 
get greater attention at less cost—attract more 
prospects than through any other medium with 
the ADmatic, the automatic slide projector that 
runs continuously, day and night, with no oper- 
ator needed. ; 
The ADmatic projects a new message or idea 
every 6 seconds on a large screen equivalent to a 
28’ T V. It holds 30 slides (2” x 2”) that are easily 
changed. Just as effective in lighted areas. Use 
the ADmatic wherever people gather, in stores, 
trade shows, dealer show rooms, theatre and hotel 
lobbies, as a visual salesman; or for personnel and 
salesmen training programs. _ 
For rental or purchase terms, wire, write or phone 


the objective of giving recognition 
to small dealers, was the announce- 
ment of the tv Civic Recognition 
Award, a phase of the program cre- 
ated by Rothbardt-Haas. 

At this point dealers were told 
that Mitchell would purchase 15 
minutes of local tv time to show a 
film and introduce local dealers who 
would purchase a minimum of five 
Mitchell room air conditioner units. 
A handsome certificate eulogizing 
appliance dealers for their “out- 
standing service to the community” 
was distributed, as was a distributor 
to dealer agreement guaranteeing 
the dealer’s appearance on the tv 
program. 

Supporting this part of its promo- 


tion, Mitchell Mfg. Co. through its 
agency designated Kling Film Di- 
vision to produce a 12-minute film, 
“My Town,” which was shot on loca- 
tion in Chicago with the help of 
cooperating dealers and with profes- 
sional talent. 

Mitchell then purchased local time 
on local tv stations across the nation 
to show the film and at the same time 
Here’s a package deal that’s fit to be tied and wrapped for oeanewny. a ee a 
Combine your insertions in any two—or three—of these publications. Guess. ‘The dealers were eucciel 
their certificates of merit (printed 
by Alligator Press) during the pro- 
gram and were given an opportunity 
° : to talk about their businesses. 
© lndvstrial Marketing According to Mitchell, the film was 

a shown about 85 times with some 850 
e Advertising Age dealers participating in the program, 
while letters from dealers in the 
company’s files attest to the enthusi- 
asm with which both dealers and 
By combining your total number of insertions local audiences received the tv pro- 


: rams. 
you earn the best frequency discount for each, 8 


and the minimum rate-holder regulations apply » That’s the story of how one manu- 

for maximum economy. facturer used tv, direct mail, audio- 

visual aids, newspaper advertising, 

sound and slidefilm and just about 

everything in the book to give its 

sen ' distributors the “professional” know- 

Advertising Requirements 200 & iiss st, cricage 11 a 
the company’s products. 

One final note—the entire promo- 

tion, from its inception by Mitchell 

through its final production by Kling, 


How to Get Things Done! took three weeks—from March 1 to 


March 20, 1955. 44 
oo BOARDMASTER Visual Control Saves You 


Time, Money. 


THE HARWALD COMPANY, INC. 
1216 CHICAGO AVE. « DAVIS 8-7070 ¢ EVANSTON, ILL 
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Pick a Bonus Combination... 


e@ Advertising Requirements 


issued by Advertising Publications, Inc. 


PECCERRRCOERCCRORRCTERROEORECRRCREEORCRRESEREEESEECCERECERESRRAORRECO RR eReEeES 
Gives Graphic Picture of Your Operations at 
a Glance. 


* 

SF sequgsaneeaos . * Simple to Operate, Type or write on Cards, 
Re Te Snap in Grooves. 

J *% Ideal for Production, Traffic, Sales, Inventory, 

Scheduling, Etc. 

* 


Made of Metal. Compact and Attractive. 
Over 60,000 in Use. 


Full price $49.50 with cards 


24-page illustrated 
FREE BOOKLET No. R-200 


Without Obligation 
Write Today for Your Copy 


GRAPHIC SYSTEMS 
55 West 42nd St. * New York 36, N. Y. 


itis 


“Pete . . . you'll just have to stop telling 
. for more details circle 193, page 127 the new boys to watch out for type lice!” 
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about... 


By Oscar Smiel 
Vice-President, 
Intaglio Service Corp. 
New York City 


Gravure engraving entails the 
preparation of negatives and posi- 
tives from copy and the transfer of 
the positive image to a copper sur- 
face, where it is etched or “en- 
graved” into the copper so that we 
may print it by the “intaglio” or 
gravure method. The fact that the 
copper surface is flat and wrapped 
around a cylinder for sheet feed 
printing, or round as in cylinder 
printing from a web or roll of paper, 
is immaterial and is only a testi- 
monial to the versatility of gravure. 

It is immaterial, insofar as the 
term or process of gravure engrav- 
ing is applied, but quite material to 
the purpose for which either flat 
plates or cylinders is intended. In 
the case of flat plates used on sheet 
feed presses, printing is usually 
slower, more exacting, and capable 
of producing book plates, art repro- 
ductions, calendars, cartons, etc., of 
the highest quality with the best 
inks, and on the most unusual and 
expensive stocks. Photogravure is 
the term applied to this type of print- 
ing. 

Printing from cylinders, on the 
other hand, is called “rotogravure” 
and is usually web printing from rolls 
of paper or board, foil, cloth, or any 
material flexible enough to be put 
up in rolls. Newspaper supplements, 


FaWULS 


A leading gravure expert offers a 
guide to help admen better understand the 


mechanics of one of the basic printing processes. 


magazines, textiles, wallpapers, car- 
tons, foils, and packaging of all kinds 
are done by rotogravure. The method 
of printing, however, is of little con- 
sequence and has but slight influence 
on the gravure engraving process. 
Basically it is the same whether we 
prepare flat plates or cylinders for 
gravure printing. 


@ Photographic Procedures 


The first step in the preparation 
of an engraving, as in any graphic 
arts process, is the photographing of 
a piece of copy. The copy may be a 
transparency, photograph, carbro, 
wash drawing, painting, or the very 
material itself; in fact, anything that 
can be photographed. If it is for one 
color printing, a single continuous 
tone negative is made without the 
use of a screen such as is used in 
photo engraving. The negative is 
retouched and then rephotographed, 
either by contact or in the camera, to 
get a positive. 

This continuous tone positive of 
glass or film, still having no screen 
in it, is again retouched to emphasize 
shadow and highlight detail which 
may have been lost in the process of 
photographing the copy, or because 
the client requested changes from 
his original copy. For 2, 3, or 4-color 
printing, a negative and positive is 
prepared for each color. 


e@ Transfer and Developing of 


Carbon Tissue 


The retouched 


continuous tone 


positive, which is a black and white 
transparency representing the tonal 
values of the copy, must now be 
transferred to the copper printing 
surface. This is accomplished in sev- 
eral ways, depending upon whether 
the process used is conventional 
gravure, News-Dultgen, Alco proc- 
ess, Henderson, etc. 

Let us take the first or most com- 
mon method called conventional 
gravure. A piece of sensitized gela- 
tine carbon tissue is placed in a 
printing frame in contact with a film 
or glass screen having tiny black or 
opaque squares separated by clear 
transparent lines about one-third 
the width of the black or opaque 
areas. There are usually 150 of these 
opaque squares to the inch. 

By exposure to bright arc lamps 


Oscar Smiel has been in the engraving 

| business since 1922, when he started as 

a gravure etcher with Alco Gravure 

| Corp. Subsequently he became affiliated 

| with Art Color Printing Co. and Detroit 
Gravure Corp. 

Since 1942, Mr. Smiel has been vice- 
president in charge of manufacturing for 
Intaglio Service Corp., New York City. 

Mr. Smiel has been chairman of the 
Gravure Technical Assn.'s technical 
committee since that organization was 
founded in 1949, and in June of this year 
was elected president of Gravure Re- 
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hen you think of CM&H 

you think of fine color engravings 
for letterpress reproduction. Now 
you can add a second thought (and 
save yourself time and trouble) 
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Conventional Screen 


for about ten minutes, the carbon 
tissue receives the image of the con- 
ventional gravure screen described 
above. The screened carbon tissue is 
then lifted, placed in contact with 
the continuous tone positive, and 
again exposed to arc lamps for about 
ten minutes. After the double ex- 
posure on the same tissue is com- 
pleted, the tissue is placed—gelatine 
side down—on a clean copper sur- 
face. Then by the use of water be- 
tween the gelatine face of the tissue 
and the copper, and a rubber roller 
to squeeze out the water, the ex- 
posed carbon tissue is made to ad- 
here to the copper printing surface. 

After adhesion, the paper backing 
of the gelatine carbon tissue is soaked 
off in hot water, and developing out 
of the remaining gelatine begins. 
This is simply a washing away of the 
excess or unexposed areas of gela- 
tine which are soluble. The gelatine 
remaining on the copper is that 
which is insoluble in water due to the 
hardening action of the light, which 
penetrated in varying degrees 
through the transparent or semi- 
transparent areas of the positive, 
which shall hereinafter be designated 
as shadow (S), middletone (M) 
and highlight (H). 


ARC LAMP 


PAPER BACKING 


Ns 
Wa |__| 


Light Penetration 





After developing is complete the 
gelatine resist is dried with alcohol 
and is staged or painted out with 
asphaltum, an acid resistant paint, 
to protect exposed areas from un- 
necessary etching by the perchloride 
of iron used to etch the copper after 
penetrating through the pores of the 
gelatine. 





@ Etching 


The etching solution is applied 
by pouring, or with a swab of cot- 
ton, and the etching proceeds in 
progressive steps from deepest 
shadow to finest highlight for about 
twenty minutes. When completed, 
the etcher stops further etching by 
washing off all the etching solution 
with water. He then removes any 
remaining gelatine resist with acetic 
acid and salt, and the plate or cylin- 
der is ready for proofing. The image 
of the positive is now in the form 
of tiny etched cells representing the 
gravure screen. 


Ready for Etching 


These square cells, which are uni- 
form in surface size, vary in depth 
in proportion to the tone values of 
the copy, being deeper in the dark 
areas and correspondingly shallower 
in the light areas. When these cells, 
or wells, are filled with ink, the ex- 
cess is wiped off by the doctor blade 
action in the press, and the ink re- 
maining in the cells is impressed onto 
the printing paper in varying 
amounts that correspond to the tonal 
values of the original copy. This 
variation in tones is made possible 
because the light sensitive gelatine 
carbon tissue becomes hardened and 
insoluble in water in direct propor- 
tion to the amount of light permitted 
to pass through the tones of the 
positive. 


WI rill 
Hi 


ce 


Insoluble in Water 


@ Conventional Gravure 


Variation in depth with uniform 
square cells is the conventional gra- 
vure engraving process used for 
years by all our printers and still 
being used all over the world, espe- 
cially for monotone gravure printing. 
For color work conventional gra- 
vure, as herein above described, is 
still popular in Europe and this coun- 
try, especially in photogravure or 
sheet fed gravure, where more ac- 


curate controls and special inks and 
stocks are used. In publication and 
packaging—while conventional gra- 
vure is used even in color work— 
other processes using the half-tone 
dot structure have made considerable 
inroads on the conventional cross- 
line screen method. 


@ News-Dultgen Half-Tone 
Gravure 


A popular one is the News-Dult- 
gen half-tone method which came 
into being about 18 years ago when 
Arthur Dultgen of the New York 
News discovered that from the same 


continuous tone negative used to get 
a continuous tone positive, he could 
make a half-tone positive by simply 
inserting a half-tone screen similar 
to a letterpress screen in back of the 
camera. The varying amount of light 
coming through the negative and 
passing through the half-tone screen 
broke up the image into square large 
dots in the shadows, and then small- 
er and rounder dots in the middle 
tones and highlights. 

The conventional gravure screen, 
with its honey-comb cells, is not used 
at all in the News-Dultgen method 
when exposing the gelatine carbon 
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Varying Depth 


tissue to the positives. Instead, the 
tissue is exposed first to the half- 
tone screen positive, then lifted and 
placed in register on the continuous 
tone positive. The image on the sen- 
sitized gelatine now is made up of 
varying sized dots, as well as vari- 
ation in tone quality. The transfer 
onto copper, with subsequent devel- 
oping and etching, is about the same 
as for conventional gravure. The 
etched cells, however, vary in both 
depth and size, being larger in the 
shadows and practically pinpoint in 
the highlights. 


S M H 


Variation in Dots 


This variation in depth would not 
be possible except for the fact that 
the second exposure of the continu- 
ous tone positive, after exposing the 
opaque dot of the half-tone screened 
positive onto the carbon tissue, per- 
mits light to harden the gelatine to 
varying degrees, where the opacity 
of the half-tone dot had previously 
protected the tissue from the light. 
The combination of half-tone and 
continuous tone positive exposures 
permits the etcher to again etch in 
graduated steps from shadow to 
highlight. The variation in size of 
dots permitsigreater control in etch- 
ing, and for high speed printing of 
long runs with modern press equip- 
ment, the News-Dultgen half-tone 
gravure process is considered to be 
the ideal method by many of our 
printers. 


Varying Shape and Depth 


@ Alco Process 


In recent years the Alco process, 
which utilizes a substitute for carbon 
tissue called duPont Rotofilm, has 
been put into operation at all Alco 
plants. The process requires the use 
of only a continuous tone positive, 
which is exposed through a magenta 
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half-tone screen in contact with a 
sheet of Rotofilm. This operation is 
performed in a darkroom since the 
Rotofilm is an orthochromatic film 
similar in appearance to ordinary 
negative film. The light penetrating 
the continuous tone positive and the 
magenta half-tone screen at con- 
trolled intervals creates a negative 
image in the emulsion of the Roto- 
film similar in structure to the image 
on gelatine carbon tissue after ex- 
posure to the half-tone and con- 
tinuous tone positives of the News- 
Dultgen method. 

In this case, however, only one 
positive is used, and the emulsion 
after exposure is developed in chem- 
icals similar to those used in the 
average photographic process. The 
result is a silver emulsion negative 
transparency. This can be read on a 
densitometer and checked for ac- 
curacy. It is then transferred to a 
copper resist, as is done with carbon 
tissue, and etching proceeds as with 
the News-Dultgen method. The dot 
structure in the copper is similar to 
News-Dultgen and printing qualities 
are comparable. 

The advantages claimed for the 
Alco process are the need for only 
one positive, from which any num- 
ber of Rotofilm transparencies can 
be made by precision equipment, and 
controlled processing methods not 
possible with carbon tissue. The 
Rotofilm, after exposure and devel- 
opment, being less sensitive to at- 
mospheric changes than carbon tis- 
sue, can be shipped or stored without 
refrigeration, making possible more 
uniform duplication of cylinders in 
the same plant as well as in other 
plants throughout the country. 

This is of special advantage where 
national ads are concerned and could 
conceivably replace the duplicate 
positives now being shipped around 
the country by advertising agencies 
for reproduction of ads on the same 
insertion or publication date. The 
Rotofilm, incidentally, is not con- 
fined in its use to only the Alco 
process. DuPont claims it can be used 
with News-Dultgen or conventional 
gravure. 


@ Henderson Process 


In the Henderson process, which 
today is used to a limited degree in 
the making of cylinders for the pack- 
aging field, a half-tone positive is 
made and exposed in contact with an 
enameled cold top as used in letter- 
press. The process is purely letter- 
press except that the printing area 
or dot area is etched into the cop- 
per, and printing proceeds as in gra- 
vure from below the surface. Due 
to the inability of a cold top process 
to control the rate of etch from 


shadow to highlight as with carbon 
tissue or Rotofilm, the depth of etch 
is fairly uniform. 

The varying size and shape of the 
half-tone dot is depended on to cre- 
ate variation in tone quality. Since 
that alone is not sufficient in gravure 
or “intaglio” printing to reproduce 
all the subtle gradations of tone 
inherent in most copies, the Hender- 
son process is limited in scope to line 
work, or copy that does not call for 
a full tonal range. Accurate register 
and ability to reproduce continuous 
patterns or designs around the cylin- 
der are some of the advantages 
claimed for the Henderson process. 


@ Engraving Services 


In both publication and packaging, 
the gravure industry today is serv- 
iced by engravers just as in letter- 
press. Some engravers servicing 
publication printers make only posi- 
tives. Others, who do publication and 
packaging, have a complete service 
right up to the delivery of chromium 
plated cylinders. At present, all pub- 
lication printers have their own en- 
graving departments wherein they 
produce their own negatives, posi- 
tives, and etched cylinders. They 
buy some positives from outside en- 
gravers during their rush periods, 
and continue to receive positives for 
national advertising from agencies 
who have ordered material from gra- 
vure engravers. In packaging few 
printers have their own engraving 
facilities. Most of them have to pur- 
chase engraved cylinders which have 
been proofed, corrected, and chrom- 
ium plated by the gravure en- 
graver, and are ready to put into 
the press for printing. 


@ Packaging Engraving 


Copy for packaging is received 
and processed by making negatives 
and stepped positives. Color separa- 
tion negatives are made in the nega- 
tive camera by photographing a piece 
of copy through color filters to 
achieve a set of usually four nega- 
tives representing the yellow, red, 
blue, and black values of the copy. 
These negatives are then composed 
with other separations and type, 
flashes for tint backgrounds, etc. The 
composite negatives for each color 
are then mounted in position on a 
step and repeat camera. By contact 
printing, or exposure of a large sen- 
sitized glass plate, a stepped positive 
is created having all the elements 
repeated numerous times accurately 
positioned. 

A stepped positive is thus created 
for each color to be printed, depend- 
ing on the press equipment of the 
printer and the color requirements 





of the package to be reproduced. For 
each color a positive is required and 
for each positive a copper cylinder, 
or a copper plate if sheet feed print- 
ing is used. The image of the positive 
—which can be either conventional, 
or News-Dultgen, or Alco process— 
is transferred to the copper surface 
and etched as previously described. 
If the job calls for four colors, four 
cylinders are etched and proofed in 
their respective inks — yellow, red, 
blue, and black. After preproofing 
the cylinders are corrected, where 
necessary, to match copy. 


@ Finishing 


Finishing in gravure, whether on 
copper plates or cylinders, is carried 
on with the same tools and ink roll- 
ups as in letterpress. The principle, 
however, is in reverse. In letterpress, 
to reduce color, we etch a dot smaller 
and we burnish to enlarge it and 
thereby increase color. In gravure, 
to decrease color, we rub or burnish 
the copper to reduce well or dot size. 
To increase color we ink up our cop- 
per surface with acid resistant ink, 
leaving the dots or cells exposed to 
the action of our acid, and re-etch 
to the desired depth. Thus we are 
able to make corrections on copper 
in order to come up with final proofs 
before going into production print- 
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ing. After the final proofs have been 
approved, the cylinders are chrome- 
plated and shipped to the printer 
with the final progressive proofs as 
a color guide. 

After a long run of millions he can, 
and often does, dechrome and replate 
his cylinders in order to get fur- 
ther production from them. In some 
cases—when printing calendars, car- 
tons or foil—flat plates, instead of 
cylinders, are prepared from stepped 
positives. The engraving procedure 
is the same as with cylinders. The 
flat plates, after chromium plating, 
are then wrapped around a cylinder 
and are usually printed by sheet 
feed press equipment. A good gra- 
vure engraver must be equipped to 
handle a job from copy to etched 
plates or cylinders, including pre- 
proofing and chromium plating. 
More and more printers are requir- 
ing this complete service. 


e@ Publication Engraving 


In newspaper and magazine pub- 
lication printing the engraver sup- 
plies positives and progressive proofs 
as a color guide for the printer. Color 
separation negatives are made from 
the copy and retouched. One set of 
color corrected positives is made and 
used to prepare small copper plates 
—one for each color—yellow, red, 


blue, and black. These are etched 
and proofed on sheet feed presses. 
The progressive proofs are submit- 
ted to the advertising agency for 
okay and, if the ad appears in papers 
or magazines throughout the coun- 
try, duplicate glass positives are 
made by the gravure engraver—from 
the original negative setup — and 
shipped with a set of progressive 
proofs to the printers of various 
publications. 

They, in turn, transfer the positive 
image onto cylinders which also have 
local advertising and additional edi- 
torial material prepared by the print- 
er’s own engraving department. The 
use of progressive proofs accom- 
panying the engraver’s positives 
makes it possible for publications 
all over the country to reproduce 
the same ad simultaneously and as- 
sures the advertiser of greater uni- 
formity from one publication to an- 
other. 

In the past, this was impossible due 
to the inability of an advertiser to 
supply duplicate copy to all publica- 
tions that he wished to advertise in. 
Furthermore, some gravure engrav- 
ers also have a letterpress depart- 
ment to service those advertisers 
who wish to reproduce the same ad 
in letterpress magazines, at the same 
time the ad appears in gravure pub- 
lications. Copy thus remains in the 


Your package and your product has 
only one life . . . the one time when you 
want immediate response at point-of-sale 
to create volume. 


Give your packaging a good life with 
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Oscar Smiel 
. Long-time Etcher 


same establishment, is interpreted 
the same way for both media, and 
assures the advertiser greater uni- 
formity with no loss of time or need 
for duplicate copy. 


@ Printer and Service House 


To sum up briefly, gravure engrav- 
ing, in a printing plant, involves 
the preparation of retouched nega- 
tives and positives, the transfer of 
the photographic transparent image 
of the positives to a cylindrical cop- 
per surface by means of either car- 
bon tissue or Rotofilm; etching, 
proofing, finishing, chromium plating 
where long wear is necessary, and 
then delivery of cylinders to the 
press. Gravure engraving, in an en- 
graver’s plant, is similar to the above, 
except that copper plates as well as 
cylinders are produced. In addition, 
gravure engravers supply duplicate 
positives and progressive proofs to 
gravure publication printers as a 
service to the advertising agencies 
who use newspapers and magazines 
printed by gravure. 


They also supply positives and 
progressives for offset reproduction 
as well as copper engravings for 
letterpress printing. Since require- 
ments for publications vary to some 
extent, the gravure engraver must 
be in a position to satisfy any and 
all printers and publications, regard- 
less of printing process used. He 
must, therefore, install equipment 
and train personnel to handle con- 
ventional gravure, News-Dultgen, 
Alco process, or any other process, 
including letterpress. We must, at 
all times, keep up with the mechani- 
cal requirements of the printers in- 
sofar as positive material and press 
equipment is concerned in order to 
properly service the advertising 
agency which buys gravure. 
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For the packaging printer, the gra- 
vure engraver also must be in a posi- 
tion to supply etched cylinders or flat 
plates in any process requested with 
progressive proofs as a color guide. 
Usually, a complete service is re- 
quired from photography to chrom- 
ium plated engravings and, in many 
cases, the use of a travelling tech- 
nician to help with make-ready at 
the press. 


e@ What Lies Ahead 


Such is the situation as it exists 
today. Tomorrow? Who knows what 
tomorrow will bring? In publication 
and packaging engraving there is a 
good possibility that Rotofilm will 
replace carbon tissue in the prepara- 
tion of cylinders. Duplicate exposed 
and developed Rotofilm can also 
eventually replace duplicate glass 
positives. Theoretically, this should 
help improve the uniformity of re- 
production from one publication to 
another, since any number of dupli- 
cate Rotofilms can be made from one 
master set of 4-color positives. This 
is already being done by Alco Gra- 
vure for its three plants. Parade and 
American Weekly use duplicate car- 
bon tissue prints which are used in 
each of their three respective plants. 

If ever a means for inserting 
etched printing plates into a gravure 
printing cylinder is invented, that 
would, of course, be the answer to 
many of our problems. That possibil- 
ity appears to be remote at the mo- 
ment. If it comes it will obviously 
affect our present press equipment 
and may even result in scrapping 
much of it. 

In the meantime, we can only look 
forward to further developments 
with electronic color correction or 
etching methods, improved inks and 
papers, and higher speed printing 
with gravure presses. 44 


Konkord Offers Sample 
Of Typewriter Cleaner 


An adhesive strip that cleans type- 
writer keys by direct contact has 
been developed by Konkord Inc. 
(New York) and is being distributed 
by Underwood Corp. (New York) 
under the name of Kleen-Type. 

The Kleen-Type adhesive strip is 
almost as long as the platen of a type- 
writer. It is applied to the platen, the 
ribbon is set at the stencil position, 
and the typist types a few lines. A 
chemical coating on the Kleen-Type 
strip picks up ink, dirt and lint from 
the keys. Samples are available by 
writing on a company letterhead to 
Konkord Inc., 11 West 42nd St., New 
York 36. 44 


Silex Uses Newspapers 
For Tie-In Promotion 


Newspaper advertising is being 
used exclusively by Chicago Electric 
Division of the Silex Co. to push its 
twin tie-in promotion on its Handy- 
hot portable electric clothes washer 
and the Handyfreeze 4-quart electric 
ice cream freezer. 

The promotion includes a full case 
of “all” detergent (retail value, $3) 
with the purchase of a Handyhot 
washer and a Peerless ice cream 
scoop (retail value, $3.25) with the 
Handyfreeze freezer. 

Newspapers in more than 40 major 
markets from coast to coast are car- 
rying 800-line ads bearing dealer 
signatures. The factory is defraying 
the entire cost of the ads. Robertson 
Potter Co. (Chicago) is the agency. 

44 


German-Made Duplicator 
Now Available in U.S. 


A German-made duplicating ma- 
chine that features simplicity of oper- 
ation is being distributed in the U. S. 
by Milo Harding Co. (Los Angeles). 

Called the Geha Dual Cylinder 
Duplicator, the machine produces 
copies in black and white or in a 
choice of eight colors. Leakage is 
eliminated by use of a paste ink, 
while a silk screen is used instead of 
an ink pad. Color changes take but 
a few minutes, according to the dis- 
tributor. 

The Geha, which is made in three 
models, has been manufactured in 
Hanover, West Germany, for 35 years 
and has been designed for U. S. dis- 
tribution according to specifications 
of Milo Harding Co. Exclusive dis- 
tributor in the New York area is 
Copy-Craft Inc. (New York). 44 
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“Hello, Stu, I just dropped the unbreak- 
able glass casserole that you gave me 
for the layout.” 





By Ted Sanchagrin 
AR Eastern Editor 


The White Rock Girl, who was 
launched in 1879 and who showed up 
as a bad painting in 1893 at Chicago’s 
Columbian Exposition, has under- 
gone many changes in hair-do, figure 
and clothing in her perennially 
youthful 76 years. 

Now one of America’s best-known 
trademarks has stepped out of the 
beverage ads, off the bottle labels, 
into real life. White Rock Corp., 
Brooklyn, and its advertising agency, 
David J. Mahoney Inc., New York, 
has introduced a_ flesh-and-blood 
model as a living symbol. 

She’s still called Psyche, but more 
often just the White Rock Girl. 
Psyche was the beautiful wife of 
Cupid from Greek mythology, a name 
which strikes an odd chord in these 
days of psychoses and psychiatrists. 

White Rock introduced the real- 
life symbol this spring in time for the 
summer months of extra-heavy bev- 
erage consumption, after spending 
several months with the ad agency 
looking for a girl who would properly 
characterize the inanimate figure. 


>Neither client nor agency will 
identify the flesh model, although the 
agency admits that she was selected 
from a recognized New York agency 
and that her father is a division man- 
ager of Liggett & Myers Tobacco Co. 

The New York Post, however, ina 
feature series of articles entitled “All 
About Models—Glamor, Inc.,” iden- 
tified her as Gale McGuire from John 
Robert Powers. 

Not reluctant to talk, Miss Mc- 
Guire told the Post, “I’ve posed with 
darling Grecian costumes and wings 
and everything, but I wish the girls 
would call me by my right name, 
Psyche. It’s really funny. They’ve 
started calling me, ‘Psychox!’ ” 

Her actual name is not used pub- 
licly. She was once a candidate for 
Miss Rheingold, but didn’t reach the 
final six, and a current likeness of 
her, in pre-White Rock days, can be 
recognized on an Eastman Kodak 
easel-backed window card. 

How did the client and agency go 
about selecting the White Rock Girl, 
and what did they look for? 

Mahoney looked at photographs of 
100 girls from various model agen- 
cies, and narrowed the field down to 


20 of them. This was done by the art 
director and the copy chief. Choice 
was based on how closely the candi- 
dates resembled the White Rock Girl 
in the original painting in the client’s 
office. 


>Some were eliminated because 
they were “too plump or too sexy,” 
in the words of the agency. Account 
executive Cal McCarthy Jr. remarked 
parenthetically that one candidate 
measured up in every way but was 
eliminated because she had a 41” 
bust. 

One criterion was that the live 
model should be neither too short 
nor too tall, as she would have to go 
on television programs for personal 
appearances. 

The agency also consulted Einson- 
Freeman Inc., Long Island City, lith- 
ographer and display manufacturer, 
since it had participated in the same 
problems in helping select Jenny, for 
Genesee beer, from a group of star- 
lets. 

Another person who provided some 
basis for opinions was David J. Ma- 
honey’s wife, who had been a model 
as Roberta Moore. This selection of 
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the final representative took place 
after the field had been narrowed in 
January and February. The client 
was the final judge. 

The White Rock Girl was intro- 
duced April 18 on the opening show 
of Frank Farrell, New York World 
Telegram & Sun columnist, over 
WABC-Radio, and then at a White 
Rock sales meeting in May. 

She is featured in a newspaper 
campaign in cities across the country, 
and her voice is heard in a heavy 
radio campaign. 


The White Rock Girl Presents 
WHITE ROCK KULA WAIl PINEAPPLE 


The true-fruit flavor in this delicious golden drink comes all the 
way from Hewoii where the world’s juiciest pineapples grow. 
Y ~~ ee ee ete ® weet tat che Bide Gy thew we dotiewne Blate Mori 
ste. The quis . Somer teas vans Wan Resove nhy 
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~ocivt tos | _ SPARELING BEVERAGES 


A radio spot campaign began June 
13 telling the story of White Rock’s 
new Kula Waii pineapple beverage 
to 22,000,000 listeners each week. 

Approximately 200 radio spots per 
week are heard over each leading 
metropolitan New York station for 
the duration of the summer. 


> Newspaper ads, ranging from 150 
to 1,000 lines, feature the White Rock 
Girl selling the pineapple beverage. 

In July a pineapple ice-cream soda 
promotion broke in New York gro- 
cery stores and supermarkets, backed 
up by heavy newspaper and radio 
advertising. 

This campaign is not limited to the 
New York area. Radio and newspa- 
per media are used across the coun- 
try, wherever White Rock has bot- 
tlers. The company has 25 bottler 
franchises, but the heart of the cam- 
paign is in New York, Los Angeles, 
San Francisco and Portland. 

One area is, of course, Waukesha, 
near Milwaukee. This is the area 
where the White Rock Gir] first knelt 
on a rock overlooking the White Rock 
Spring, the scene in the trademark 
familiar to most. 

One phase of this pose, however, 
has been changed by necessity. The 
original White Rock girl of the paint- 
ing, ads and bottle labels was discreet 
but bare-bosomed. Nowadays she is 
suitably clad for newspaper ads, tv 
appearances and (one wonders why) 
for radio spots. 44 


COSTS NO MORE 
TO USE THE BEST! 


Allen-Morrison High- 
Baked “Dulux” Out- 
door Metal Signs Are 
Designed To Sell Long- 
er—Pay Off Longer! 


That's why so many big-name 
advertisers are Allen-Morrison 
customers. They use A-M signs 
for point-of-sale—product 
and dealer identification— 
truck—storefront— highway 
—and other purposes. You 
can get more for your money, 
too. Let Allen-Morrison build 
your signs because you'll get 
better signs to serve you better. 


Your inquiry promptly answered... 
your sign problem soon satisfied ! 


ALLEN-MORRISON 
SIGN CO. INC. 


— Va. 
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SIGNS eee 


(GL4G 


IN BOTTLES 


. BY ROBERTSON 
Leading manufacturers of SILK 
SCREEN and Lithograph signs for 
regional and national advertisers. 


Baked enamel process — 
plain or reflectorized 


Steel or aluminum 


Quantity producers for 
over 30 years 


ROBERTSON SIGN CO. | 


SPRINGFIELD, OHIO 
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New Ad Medium pictured are 
front and back of smoking car and no 
smoking signs being utilized by R. J. 
Reynolds Tobacco Co. to promote Win- 
ston cigarets. The cards are reversible so 
they may be used whether a car is desig- 
nated ‘‘smoking car’ or not. The signs 
first were used on the Pennsylvania Rail- 
road. 


Pe ee 
er 
C 


tA 


not even 


Mins 


f 


er 


finer filter-finer flavor! 


Winston Cigaret Signs 
Face Traveling Public 


A unique advertising idea that puts 
Winston cigarets before the eyes of 
smokers and non-smokers in 2,000 
coaches of the Pennsylvania Railroad 
has been introduced by Chew, Har- 
vey & Thomas, Philadelphia, for its 
client, R. J. Reynolds Tobacco Co. 

The idea is a simple one—a sales 
message on the “Smoking Car” and 
“No Smoking” signs used in railroad 
coaches. One sign reads, “Smoking 
Car — Winston tastes good like a 
cigaret should.” The other reads, “No 
Smoking—not even Winstons.” 

Illustrations, in keeping with the 
simplicity of the idea, are an open 
Winston pack on the smoking sign 
and a closed Winston carton on the 
no-smoking sign. 

Printed on acetate, the signs are 
reversible, thus allowing their use 
when a smoking car on one trip be- 
comes a no-smoking car on the next. 

It is expected that the Philadelphia 
& Western and the Reading Company 
will soon be using the signs, with 
other railroads expected to follow, 
according to the agency. 

Railroads find the medium a wel- 
come one, since it provides an effec- 
tive sign, brings a new source of 
revenue and eliminates a_ routine 
printing cost, the agency says. 44 





@ your message really “jumps” in vivid, vibrant, attention- 
attracting DAY-GLO colors 

e retailers endorse GOODSTIX plastic signs by posting 
immediately, keep them up longer—transparency does not 
block visibility 


e versatile—you can post GOODSTIX on product, window, 
wall, door, mirror, anywhere 

e used for interior or exterior purposes . . . pressure sensi- 
tive tape can go on front or back, sides or top and bottom 
e available in sizes up to 40” x 24”, from 1 to 5 colors 

e actually the lowest cost sign available on a “per-post- 
ing” basis 

e designed especially for you by our point-of-purchase 
sign specialists. No cost or obligation 


Get your message UP and ACROSS with GOODST!X. 


Write for samples! 


GOODREN PRODUCTS CORP. 


Dept. AR 263-273' WILLIAM ST., ENGLEWOOD, 


Mag 
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quickly prepared...the flavor won't melt out! 


Not Done with Mirrors 


Martinson Creates Illusion of Animation, 
Gets Shelf-Talkers into Crowded Stores 


Martinson Coffee Co., New York, 
has extended the use of its copyright 
caricature, “Jomar, the Flying Man,” 
to animated car cards in Gotham 
subways, Fifth Ave. buses and Hud- 
son-Manhattan tube trains. 

The Martinson man, bathing-suit 
clad, spent his summer, including the 
hottest July in Weather Bureau his- 
tory, creating the illusion of drinking 
a glassful of iced instant coffee. 

These car cards had a diecut, lam- 
inated insertion of molded plastic. As 
passengers approached or passed the 
cards, the horizontal Jomar seemed 
to be going through a two-motion 
coffee-drinking sequence. 

Earlier this year the New York 
City Transit Authority had resisted 
an attempt by V. LaRosa & Sons, 
spaghetti manufacturers, to install 
garlic-odored car cards. But the 
Transit Authority succumbed to 
Martinson. 


>The plastic material which gives 
the illusion of animation is called 
Vari-Vue, made by Pictorial Pro- 
ductions, Tuckahoe, N. Y. It consists 
of a plastic “linear lens.” Behind it, 
for viewing, is glued a laminated 
two-scene art from an “animated 
plate.” 

Martinson, which first used small- 
er versions of this particular anima- 
tion on coffee order forms and shelf 
talkers for supermarket operators 
last winter, followed it up this sum- 
mer with announcement cards to the 
same supers. Martinson’s 15 dealer 
salesmen also pasted the shelf talk- 
ers on their briefcases. 

More importantly, the company 
has decided to go into further ani- 
mation this winter on 30-sheet 
posters. Eight to twelve key highway 
locations this November and Decem- 
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ber will have battery-operated post- 
ers. These will show Jomar drinking 
hot coffee. Dry-cell batteries will 
provide motion to the caricature’s 
cup hand, a winking eye and his 
flying fedora. 

According to David North, Mar- 
tinson marketing director, the me- 
chanical details are being worked 
out by General Outdoor Advertising 
Co., Bronx. He ventures that this 
will be the first use of such anima- 
tion in this medium in the East. 


> But let’s get back to the plastic 
animation, and take the campaign 
chronologically through supermar- 
kets and urban transportation. 

The shelf talker was Martinson’s 
No. 1 experiment with this material. 
Martinson has not, of course, been 
an exclusive user—just to name a 
few, there are Lever Brothers, Gen- 
eral Foods, R. J. Reynolds Tobacco 
Co., Procter & Gamble, Colgate 
Palmolive Co., Anheuser-Busch Inc., 
Coca-Cola Co., Sinclair Refining Co., 
Brown-Forman Distillers and Devoe 
& Raynolds Co. 

Martinson had found, like most 
food companies, it couldn’t get dis- 
play materials into stores. With the 
shelf talkers, it found acceptance 
jumping up from 30% to 74% in in- 
dependent and co-operative chain 
supermarkets. 

Some 6,000 independent super- 
markets and superettes initially re- 
ceived in the mail tri-fold 6x12” 
cards saying, “Jomar is really mov- 
ing now.” Recipients were reminded 
they could use the card to order 
ground or instant coffee, tea and 
coffee candy. 

To one fold was stapled a 1x134” 
Vari-Vue of the Flying Man, with 
topcoat, fedora and coffee cup. The 


rest of the card was a self-addressed, 
self-stamped order form. 

Martinson’s 15 salesmen made the 
rounds of these 6,000 supers in the 
Connecticut-New York-New Jersey 
area. They showed up sporting shelf 
talkers adhering to the outsides of 
their briefcases. This produced ques- 
tions and talker installations. 


> These shelf talkers, 544x1%”, had 
the Flying Man with a message on 
his coat, “In a Hurry?” The second 
motion had his hat askew, cup to 
lips, and copy saying, “Jomar Instant 
Coffee.” The talker’s righthand por- 
tion had a 1x1%” section for crayon 
price marking. 

One scene was sketched in black 
and yellow, with a red background. 
The other was black and yellow, with 
“Jomar” in red. The price-marking 
area was yellow. 

Shelf talkers were placed on the 
shelf via a pressure-sensitive 42x41” 
rubber sticker. Salesmen installed 
them by peeling off the stickers’ pro- 
tective paper. 

With the success of the winter shelf 
talker, the company repeated it this 
summer, this time with the Flying 
Man in swimming attire of blue and 
white polka dot trunks. The hat was 
replaced by sunglasses, the cup by 
glass, plus iced-coffee copy. 

Another mailing went to the same 
supermarkets. Instead of a tri-fold 
card, the mailing was an 834x10" 
card announcing the subway-bus- 
tube car card. This told supermar- 
kets about advertising plans, adding, 
“That’s another reason why you sell 
Martinson’s Coffee faster.” 

One portion of the card (the second 
card was not folded) had the same 
insert in 1x134” size. Again, the sales- 
men made the super rounds with 
their decorated briefcases. 


>Some stores placed additional 
talkers on their checkout counters. 
Some operators took the talkers 
home to their children, and ordered 
more for the stores. Some supermar- 
kets asked for and received talkers 
to take home only. This was in those 
whose headquarters have rulings 
against installations of any but their 
own displays. 

This past winter Martinson had 
ordered 5,000 talkers initially, and 
had to reorder 5,000 more. The same 
figures applied to the summer talkers. 

Martinson’s marketing director 
ventured that there was a phenom- 
enally high request for coffee orders 
from the winter mailing. This card 
produced a 10% request for more cof- 
fee, plus an estimated additional 
10% on the stores’ regular order 
blanks. No figures are available on 
summer orders at this writing. 

Behind most of this campaign was 





a huge production problem. The in- 
sets are .040” thick and are printed, 
laminated and inserted in a separate 
operation from normal printing. 


Martinson had to work closely with 
a number of suppliers to tie all loose 
ends together after the initial work 
by its advertising agency, Al Paul 
Lefton Co., New York, and Berger 
Roos, Flying Man freelance artist, 
Flushing, N. Y. 

Both supermarket mailings were 
printed by Ardlee Service, New York. 
Then they were addressed and sorted 
by zones for third class bulk by Food 
Topics, New York. That publication, 
Martinson felt, had the best super- 
market list available. Finally, the 
printed, addressed cards went to Pic- 
torial Productions, where printing, 
laminating and staple-inserting of 
the animation piece was added. 


>The car cards went through some- 
what the same routine. They were 
printed by Spurgeon Tucker Inc., 
Bronx, then turned over to Pictorial 
for printing, laminating and gluing 
of the animation piece, plus distribu- 
tion. This insert was beveled and die- 
cut, following the outlines of the fly- 
ing swimmer. There was also a 
Vari-Vue overlay on the coffee jar. 

Some 8,600 car cards were placed 
in IRT, BMT and IND subways, Hud- 
son & Manhattan Railroad tube cars 
between New York and New Jersey 
and the Fifth Ave. buses. 

At this writing, the company has 
received 37 unsolicited phone calls 
and 31 letters and cards. Some were 
curious about the mechanics of the 
card. Others complimented the com- 
pany on the novel idea. 

One letter came from the Mennin- 
ger Foundation, Topeka, a psychiat- 
ric clinic. A member of the clinic’s 
research department had requested 
such material to test out on patients. 
He was sent six various samples. 
What he found out has not been de- 
termined. 


While Martinson feels it cannot 
measure sales results by one type of 
ad material only, it does feel safe in 
saying that the car card has created 
more attention than any other single 
ad or point-of-purchase unit it has 
yet used. 

The company points out, too, that 
the shelf talker has produced almost 
equal results at the point of sale, 
where it counts more. The initial pur- 
pose of this item was to get some- 
thing up, to have it stay in super- 
markets, then at attract consumer at- 
tention, where 15 or 20 seconds is 
the most that can be hoped for. 


In many cases, the consumer 
stopped twice as long, and sometimes 
came back to the shelf to look again, 
presumably to buy. 44 





Holiday Sign Kit Offered 


A “season’s greeting” kit of minia- 
ture samples of Santa Claus and 
other holiday 24-sheet posters is be- 
ing offered by Continental Lithog- 
raphers Inc., St. Louis. Also included 
are other layouts and a complete 
price list on posters, car cards, 
displays, window streamers and im- 
printing. 


For your copy circle No. 123 on the 
Readers’ Service Card inside back cover. 


Goodstix Signs Made 
In Continuous Rolls 


Continuous rolls of its Goodstix 
transparent printed signs that enable 
a retailer to cut off a precise length 
to fill any required display space have 
been developed by Goodren Products 
Corp. (Englewood, N. J.). 

According to the company, the 
continuous rolls are especially use- 
ful for creating seasonal atmosphere 
in store windows or interior displays. 
They include a continuous roll sign 
showing falling leaves, pumpkins and 
corn stalks to establish an autumnal 
effect, a Christmas holly design, etc. 

The rolls are in full color and 
printing and adhesive characteristics 
are the same as on the regular Good- 
stix transparent merchandising signs 
manufactured to specific size. 44 


COLORFUL CATALOG FILLED WITH 


SALES PROMOTION IDEAS 


*See how SATIN BANNERS are used by 
national organizations as effective promotional 
tools. Dramatic, colorful, low in cost, they 
invite dealer cooperation and stimulate con- 
sumer buying. Write for your copy of “Add 
Showmanship to Your Salesmanship” — it’s 
filled with merchandising ideas you can use 


profitably today and all year long! 


THE GIVE AWAY 
THAT MADE 
THE SALESMANAGER 


HAPPY! 


A seasoned merchandising & man — 
he was quick to see «© the terrific tie-in 
potential of ADVERMATS*=@@rHe offered 
it as a bonus to dealers and they 
went completely 
idea and sent his 
soaring. 


This success story has been 


emulated over and over again by some 


overboard on the 


- sales figures 


of the nations top organizations. 
(Names upon request). 


Let us send you a FREE “> ADVERMAT 


incorporating your own advertising copy. 


Write <r today for complete details. 


*ADVERMATS are long life rubber floor 
and counter mats with your product name 
and selling phrase die-cut and Inlaid right 
through entire depth of mat... Used as 
a point-of-purchase display in many sales 
locations in the store and store entrances. 


PEhFO MAT & RUBBER CO., INC. 


461C Fourth Ave. * N.Y. 16, N.Y. 


Sole U.S.A. representative of Redfern's Rubber 


Works. Ltd... Hyde Cheshire. England 
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NATIONAL 
FLAG & DISPLAY CO. 


NATIONAL FLAG BUILDING 
43 W. 21st ST., NEW YORK 10 
i , ORegon 5-5230 
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are your displays... 


getting dealer ACCEPTANCE? selling your MERCHANDISE? 


Ullman TransPlastix can solve many of your display problems: This new idea has a valuable 
look and quickly gains dealer goodwill and acceptance. Placed at street level on windows they 
smash home a well illustrated sales message. COLOR ON PLASTIC... process color illus- 
trations on clear plastic are what make TransPlastix successful. You can have any artwork 
[ektachromes, paintings, tempera- or any black and white photographs] reproduced perfectly 
on plastic. Sizes in full color up to 40”x54”. Quantities from 200 pieces to a million. 

The cost is comparatively inexpensive. Instead of planning an old fashioned display with 
expensive mounting and shipping cartons, you can buy a TransPlastix for less money, rolled in a 
tube and delivered with lower mailing cost. Write for samples and particulars. We have represen- 
tation in almost all territories. 
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Lee Carpets: A large window domination printed in 4 color 
process on clear plastic from artwork and ektachrome. 
Size: 38”x50”. Quantity: 1500. 


][rans|D lastix 


ULLMAN GRAVURE, INC., 319 McKIBBIN STREET, BROOKLYN 6, NEW YORK « HY 7-3700 


A division of The Uliman Company, inc....Established 1888 
Foremost printers in photogelatin and gravure processes ...also specialists in color displays on paper. 
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Aluminum Cover . . 


. Kaiser Aluminum News prints an aluminum foil cover. Made up of 


12 color illustrations of foil-in-use, each is laminated to the cover stock. 


>> One of the most informative and 
forward-looking articles to appear in 
recent months on the subject of 
printing on foil is “Foil Printing, 
Artistry on Aluminum,” which ap- 
peared in the June ’55 issue of 
Kaiser Aluminum News, external 
publication of Kaiser Aluminum & 
Chemical Corp., Oakland, Cal. 

AR is privileged to bring to its 
readers an adaptation of the article 
in the interest of furthering the 
know-how of printing on foil among 
advertising men in general. 


Can you print on foil on a produc- 
tion press and meet a tight magazine 
deadline, with only slightly more at- 
tention than is given to presswork 
normally? 

And even if you can, how about 
color registration, clarity of line, 
holding of halftone values, folding 
and binding? 

Kaiser Aluminum News, a publi- 
cation of Kaiser Aluminum & Chem- 
ical Corp., Oakland, Cal., believes it 
has the answer—and its answer is a 
strong “yes.” 

The Kaiser News based its convic- 
tion on the cover of its June 1955 
issue, which is made up of 12 color 


illustrations of foil-in-use, each of 
which is laminated to the cover 
stock. 

The cover was run on an ATF 
L136 Mann offset press, whose only 
special equipment was a Bink dry- 
offset gun which shoots a dry pow- 
der between the sheets, preventing 
the ink from offsetting on the back. 

Tiering was done in small lifts. 
The foil (Kaiser Aluminum) was 
laminated and coated with a special 
ink-receptive lacquer by Western 
Foil Converters on paper supplied 
by Pacific Coast Paper Co. 


> Inks used were developed by John 
Reich of LP.I. and included yellow 
CA 36946, red CA 36945, blue CA 
37948 and black CA 32921. These 
inks have heat-set ingredients that 
enable them to dry faster than nor- 
mal inks. 

The foil that was used for this 
application is Kaiser’s alloy 1145 
with a minimum 99.45 aluminum 
content. It is .00035-inch thick and 
is dead soft, fully annealed. 

In the early days (not so long ago) 
printers engaged in a_ no-holds- 
barred rasslin’ match with this pretty 
but elusive material. Gravure press- 


men often won, although other print- 
ing process operators were not quite 
so fortunate. 

The delicate “fingers” on their 
presses found the foil as slippery to 
grasp as the greased pig at a county 
fair. The ink flowed on beautifully, 
then transferred itself, hind-end- 
foremost, onto the back of the next 
sheet. When the sheets hit the binder, 
the folding machines often breathed 
an ecstatic sigh and folded the 
printed foil into a neat accordion 
pleat that would have been wonder- 
ful for a little girl’s skirt. 


> Those days now are gone forever, 
thanks to the number of improve- 
ments that have been worked out by 
foil producers, paper makers, foil 


Designing for Foil 


An art director who has worked with 
foil for many years presents helpful hints 
on planning foil printing in the article, 
“How to Design for Foil,” in the Paper 
section, page 47, of this issue. 
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is for sales promotion 


is for space, for speed, for skill 


Our reputation rests on per- 
formance—fine craftsmanship 
geared to the Speed and re- 
quirements of today’s adver- 
tising and sales campaigns. We 
proudly announce that our 
Space has been vastly extended. 
Now on the eighth floor of the 
giant Starrett-Lehigh building, 
our space covers half of a huge 
block. We produce custom- 
crafted sales promotion tools— 
visual presentations, catalogs, 
merchandise display kits, loose- 
leaf binders. Our Skill in pack- 
aging sales ideas, in meeting 
problems with creative know- 
how, has won us a blue-chip 
customer list. We can Serve 
you, too. 


SLOVES 


MECHANICAL BINDING CO. 
601 West 26 St., New York City 1 


AL 5-2552 
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your 


position 


ART DIRECTOR 


— 


LEDS, 


You'll save time & money 
by using this 


FREE IOEA 
| So0eaar f 


Tre 
Line 


First time ever, Elbe offers 
a comprehensive FREE 
IDEA BOOKLET! Strictly 
objective, it clearly ex- 
plains when and how to 
use loose-leaf binders. 
This booklet, like all Elbe 













EW YORK products, is designed to 
SHOWROOM get results for you. Send 
411 © 4th AVE for your personalized 


free copy today! 


ELBE FILE & BINDER CO., INC. 


America’s Mo af Pr 


Cop. A-z FALL RIVER, MASS: | 
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converters, adhesive manufacturers 
and ink company chemists. 

Today it is possible for any com- 
petent printer to reproduce striking 
direct mail, display, or magazine and 
newspaper ads on foil almost as 
easily as he prints on his normal 
printing stock. Foil can be run on 
high speed production presses—let- 
terpress or offset—with a minimum 
of spoilage and a maximum of at- 
tention-getting result. 

It’s true, of course, that laminated 
foil stock costs more, but in a day 
when literally hundreds of thou- 
sands of advertisers are breaking 
their budgets to get someone to read 
their messages, the impact value of 
this new dimension may be well 
worth it. 

However, the question still re- 
mains, “Where will the added cost 
of foil printed matter pay off?” 

It is an important question, since 
foil advertisements in direct mail, 
magazines and newspapers will be 
more expensive than the conven- 
tional paper ones. But since when 
could you ever buy metal as cheaply 
as paper? The added cost must be 
equalled by an added advantage, 
and this will occur wherever high 
impact value is added to a better 
representation of the product than 
can be achieved by other means. 
> The glowing beauties of fine wines, 
the luster of new automobile mod- 
els, the warming glow of appliances 
and utensils, the attention-getting 
sparkle of products normally pack- 
aged and sold in foil are natural 
uses for advertising printed on foil, 
whether in direct mail or magazines. 

More obvious uses are in counter 
cards, hangers, price markers and 
other display pieces at point of sale. 
For pieces like this, where the quan- 
tity may be relatively low, or the 
laminated foil is to be mounted on 
heavy cardboard, silk-screening is 
the most economical process, and it 
usually will be done under a vacuum 
process that prevents “stringing” of 
inks when the screen is lifted from 
the surface. For large runs, either 
letterpress or offset would be more 
economical. 

Ultimately, the greatest advertis- 
ing advantage may lie with the man- 
ufacturer or distributor who uses 
advertisements printed on foil in na- 
tional magazines and metropolitan 
area newspapers. If he is putting out 
an aluminum product like awnings, 
boats, trailers, kitchen utensils, ap- 
pliances, roofing—to name a few—he 
is doing his product a disservice 
when he fails to represent it in its 
natural metallic colors, and these 
can only be achieved on the very 
metal from which he makes his 
products. 

What now remains to be done is 
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our specialty for 30 years! 


e HARD JOBS preferred 
(Folded or Bound) 


e 100 to 1,000,000 or 
more 


e Will store entire job 
and imprint as needed 


yas Mail sample for Quotation or 
Phone us to Call 


Ph. CHesapeake 


Sersen’s 3-2050 


Imprinting, Inc. 
17 N. Loomis, Chicago 7 
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Ss 
“SHOWCASE” 


for more effective, 
impressive reports, 
presentations, sur- 
veys, manuals, etc. 


Clareport* has a durable, trans- 
parent plastic front cover and a back 

of Strathmore Beau Brilliant cover 
stock in 8 smart colors. Holds standard 
11”x814” sheets (special sizes to order). 


Send for FREE sample and prices, now! 


e We specialize in custom-made easel binders and 


Presentation binders. Your problem solved quickly 
and inexpensively. 


WRITE, WIRE OR PHONE—DEPT. N-11 


BELFORD Company, Inc. 


317 W. 47th Street 


New York 36, N. Y. © Plaza 7 





Let us prove how the 


WORLD’S HANDIEST TYPE BOOK 
saves you 40 minutes a day... 


If you specify type, send us a postal and we will 
mail you a copy for ten days free trial. Use the 389 
transparent overlay alphabets on your own work. 
It is free if you place $100 worth of work with us. 


F.H.Bartz 112-114 W. Kinzie St., Chicago 10, Ill. 
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The ps HOW PLACE 
f ADVERTISING 


After seeing the September issue of Advertising Requirements, a subscriber 
remarked to us that AR looked like “The Show Place of Advertising.” 


We at Advertising Requirements rather like that. For applied to AR, it’s a 
double-barrelled description that fits both its personality and its function. 
Not only has AR become a “show place” with its eye-catching array of color 
ads, spreads and inserts, but it's an ideal publication to show advertising men 
how they can add special effects and increased effectiveness to their own 


campaigns. 


The only publication devoted to production, promotion and merchandising 
phases of advertising, Advertising Requirements is followed closely every 
month by over 21,000 advertising men who plan, create and direct both 
national and local advertising. Always looking for the new and the different, 
AR’s followers like to be shown new products, new effects, new advertising 


ideas they can put to work. 


More and more advertisers are capitalizing on this interest in “The Show 
Place of Advertising.” With actual samples furnished in the form of inserts, 
with color dramatizing the appearance of products and finished printing, with 
sales messages suggesting both “how-to-do-it” and ““where-to-buy-it,” they are 


reaping profitable responses from this $3 Billion market. 


Why not show your products or services to Advertising Management—and 
let Advertising Requirements show you a calibre of response unique to 
“The Show Place of Advertising?” 


Advertising 
Requirements 


200 E. ILLINOIS ST CHICAGO 11 


Published By The Publishers of ADVERTISING AGE Requirements 
and INDUSTRIAL MARKETING 


Advertising 


PRoOouctionm * Pe omoTtion + MERCH ANMOISIMG 


COATED PAPERS 





let SHERMAN-HENNESSEY 


print your sales message on 


i 


Attention is the stuff that memory is made of. 

Lady Godiva knew it in the 11th Century. Today’s wise advertisers 
know it too—that’s why so many are printing their 

publication ad inserts, brochures and sales promotion pieces 


on bright, eye-catching, memorable aluminum foil. 


A goodly share of these attention-minded advertisers 

have called on us to do their aluminum foil printing by our 
new, fast, cost-saving offset process. If you too want 

increased attention for your products or services, call us today. 
We'll be glad to show you what we can do with foil printing. 
And most important—what foil printing can do for you. 


SHERMAN-HENNESSEY PRINTING COMPANY 
801 south wells « chicago, ill.* WEbster 9-6181 





Foil Printing Methods 


Lithography . . . Aluminum foil is 
adaptable for multi-color work via offset 
or litho. Both flat colors and process four 
color on a fifth white base are now being 
used to attractive advantage. Inks that 
now are available offer no problems, al- 
though users must expect slightly slower 
press speeds than with coated papers. 

Letterpress . . . For four-color process 
on letterpress, preparation of a white 
plate for first impression and its press 
run is the small additional expense re- 
quired. Letterpress inks for both process 
and flat colors are available and offer no 
pressroom problems. Nowadays foil let- 
terpress printing on sheet-fed presses is 
a common practice. 

Gravure ... Gravure is especially suit- 
able for long press runs with high-speed 
web-fed equipment. Four-color process 
on a fifth white base color gives excellent 
and colorful results. Gravure for years 
has been the best medium for printing 
labels, store displays, packaging and 
magazine inserts on foil. 

Silk Screen . . . Both paper-backed foil 
and chip-mounted foil get excellent re- 
sults with the screen process. Not limited 
to flat colors and line work, with silk 
screen excellent color process pictorials 
in dot sizes from 12 to 65 screen can be 
achieved. 


for art directors, advertising agencies 
and advertising managers to take a 
new look at their products in the 
light of this new availability and to 
use this new dimension in printing 
as their predecessors learned to use 
each of the new departures in the 
graphic arts—coated stocks, photo- 
graphs, color—for all that it is worth, 
which is plenty. 44 


Use Special Folder 


A folder that looks like a horizon- 
tal-rotary oilburner has been issued 
by Fueloil & Oil Heat magazine (New 
York). Special diecuts, artwork that 
simulates steel and special “pebbly” 
paper give the folder the illusion of 
being an actual miniature oilburner. 
The folder was designed to promote 
a special section, now appearing in 
each issue of the magazine, covering 
commercial-industrial oilburners. 44 


Fast Service Offered 


For Business Cards 


R. O. H. Hill Inc., New York City, 
has initiated a new 48-hour service 
designed primarily for insurance 
firms needing business cards and 
envelopes. 

Neatly designed thermographed 
announcement cards and engraved 
letterheads can be shipped within 48 
hours after Hill receives the order, 
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IDEAS - LAYOUTS - MOTION - CONSTRUCTION - COMPLETE CAMPAIGNS 


Ketterlinus 


LITHOGRAPHIC MANUFACTURING CO. 


PRIMOS, PA. > NEW YORK - CHICAGO - BOSTON 


A suburb of Philadelphia 


25 West 43rd Street, 18- 


221 North La Salle Street, 1 10 High Street, 10 
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AR 


REACHES 
MORE 
ADVERTISING 
AGENCIES 


than any other publication. 
If you sell advertising 
services, materials and 
equipment to or through 
agencies, your ad in AR 
will reach the top in 
response. 


ADVERTISING REQUIREMENTS 
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Crocker’s 
Mirro-Krome postcards 
in full natural color 


Equally effective for initial promotion, 
follow-up merchandising or ‘‘remind- 
ers,’’ these sparkling postcards qual- 
ify on all points: 
Quality—Prize-winning. First award 
in the 1954 National Lithog- 
raphers Assn. competition. 
Price—LESS THAN 1'%4¢ APIECE. 


Additional information, samples and prices 
from your nearest H. S. Crocker office. 


H.S. CROCKER CO., INC. 


San Francisco, 720 Mission 
Los Angeles, 2030 E. 7th 
Dept. A-11-A 


Chicago, 350 WN. Clark 
New York, 23 E. 26th St. 
Baltimore, 1600 S$. Clinton 
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when you EYE-dentify 


Cm nn Ge 


BY HOLLYWOOD 


Make your product stand out, give 
it that look of distinction. Indoors 
or outdoors, with banners, sashes 
miniatures or pennants, you build 
up sales when you put up banners 


SALES IMAGINATION! 
f yf » FREE 


the ask 


HOLLYWOOD 
SUL 


Street, New York 16,N.Y 
a phone ORegon Pr WA] 8] 


7 
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under the new arrangement. Copy 
submitted is guaranteed to be repro- 
duced accurately, although in the in- 
terest of faster delivery no proofs are 
submitted. 

Users of this service may have 
plain or thermographed envelopes 
with the plain ones being shipped 
within 24 hours after an order is re- 
ceived, to permit addressing before 
the announcements are received. 

The cards come in the customers’ 
choice of four designs and four type 
styles of two different sizes—Baro- 
nial (4%4x534"”) and Gladstone (3% 
x53"). 

Additional information is avail- 


able. 


For your copy circle No. 117 on the 
Readers’ Service Card inside back cover. 


Huber Co. Introduces 
New High Gloss Inks 


New Higlo inks by J. M. Huber 
Corp. (Hillside, N. J.) are designed 
to make possible higher-quality 
printing on premium stocks and solid 
and corrugated containers, according 
to L. A. Lara, general sales manager 
of Huber’s ink division. 

Laboratory and field-tested, the 
new inks offer several advantages 
for multi-color printing, the com- 
pany says. 

e They do not flake, stand scuffing 
better than conventional gloss inks, 
whether single or over-printed. 

e They trap either wet or dry over 
other Higlo inks, regardless of time 
elapsed from first-down printing. 
e They cover the stock thoroughly 
without mottle or pinpoints, giving a 
higher gloss and retaining high gloss 
finish months after boxes have been 
printed. 

e They reproduce both small and 
heavy type sharp and clean without 
feathery edges. 

Additional details are available 
from the company. 


For your copy circle No. 118 on the 
Readers’ Service Card inside back cover. 


New Type Edge Binder 
Developed by Index Co. 


A new type of reinforcement that 
is reported to be 50% stronger than 
cloth binding for the edges of loose- 
leaf indexes, catalogs, sales manuals, 
etc. has been developed by Index 
Sales Corp. (Chicago). 

Designed to prevent accidental 
tearing out of loose-leaf pages, the 
new development is ledger stock, 
folded and sealed with a plastic ad- 
hesive which impregnates two thick- 
nesses of paper and hardens under 
heat and pressure. 

The resulting punched edge has 


four to six times the tearing strength 
of the single thickness of paper, the 
company says, and sells for about 45 
the price of cloth reinforcing. 
Additional details and samples are 
available from the company. 


For your copy circle No. 119 on the 
Readers’ Service Card inside back cover. 


Rotogravure Accuracy 
Satisfies Advertisers 


In addition to the greater color 
brilliance advertisers get in roto- 
gravure ads, admen apparently also 
are satisfied with the greater ac- 
curacy they get with this process. 

Alex T. Primm, production man- 
ager, St. Louis Post Dispatch, says 
he hasn’t had a complaint from a 
gravure advertiser in years. The first 
newspaper in the country to make 
the switch from letterpress to roto- 
gravure color comics in Sept. 1946, 
the Post also wooed and won nation- 
al color advertisers to the roto comic 
sections. 

There are no headaches involved 
for the adman who already has his 
four-color letterpress plates and 
wants to use them in a rotogravure 
ad. All he needs are mats of the 
plates, which he sends to the Post. 
From these, the Post makes flat 
casts, one for each color, and pulls 
cellophane acetate proofs. Whatever 
makeready may be necessary is done 
on the casts before the cellophane 
proofs are pulled. 

From these, four glass plates are 
made, a key plate and the three col- 
ors. Carbon prints are made from 
these and the usual method of etch- 
ing copper cylinders for rotogravure 
printing follows. 

Because they can run a full lay of 
color in rotogravure printing, ad- 
vertisers get the full value of their 
artwork and are doing a better sell- 
ing job. 

Special advertisers’ supplements 
are sold out eight months in advance 
of publication date. 

Mr. Primm pointed out that an- 
other reason for the success of the 
switch to roto ads is less press time 
involved and no makeready. 

“Nine times out of ten,” he said, 
“you are able to run without making 
corrections. All you have to do on a 
roto job is adjust the engraving and 
vary the ink run, increasing or de- 
creasing the depth of ink required.” 

Advertisers who are starting from 
scratch can turn their artwork over 
to the gravure printer, who can han- 
dle the entire engraving process. 

Since St. Louis Post Dispatch went 
to rotogravure color comics in 1946, 
Philadelphia Inquirer and Denver 
Post have also made the switch. 44 





onvention Keport 


/ 


Speakers produce facts and fig- 
ures to show. why direct mail is 
a “must” for advertisers and 
agencies who want well- 
rounded, result-getting advertis- 
ing programs. 


Lawrence Chait, director, sales 
planning and analysis, direct mail 
division, R. L. Polk & Co., Detroit, 
and Leonard J. Raymond, president, 
Dickie-Raymond Inc., Boston, jolted 
the Direct Mail Advertisers Assn. 
convention in Chicago with some 
facts and figures the direct mail busi- 
ness has long needed. 

Said Mr. Chait, “National adver- 
tisers and advertising agencies have 
an obligation to consider direct mail 
as a basic part of every media pro- 
gram.” 

Mr. Chait, who was the conven- 
tion keynoter, urged that national 
advertisers and agencies “research 


direct mail as they research every 
other advertising medium.” 

The day previous to the opening of 
the convention, Mr. Chait was a prin- 
cipal speaker at the official an- 
nouncement of “The Polk Market,” 
a new service for specific types of 
direct mail campaigns by R. L. Polk 
Company. 


>The convention speaker pointed 
out that “the best or most likely 
prospects for any product may be 
predetermined,” and_ substantiated 
his conclusion with these 10 points: 
e Buying is largely a matter of eco- 
nomics. 

e The best customers for any estab- 
lished type of product are almost 
entirely those who have bought simi- 
lar products before. 

e There is a life cycle to many prod- 
ucts which leads to recurring pur- 
chase. 

e Owner loyalty (brand loyalty) is 
an important factor in all purchas- 
ing. 

e Socio-economic pressures are im- 
portant factors in all purchasing. 


e Prospects for particular types of 
products frequently tend to cluster. 
e Price class loyalty is an important 
factor in all purchasing. 

e The use value of a product is a 
prime determinant of the nature of 
its consumer market. 

e Those who “move” the most, spend 
the most. 

e The size and nature of the market 
for any product may be determined. 

Bearing out the keynoter’s conten- 
tions, Leonard Raymond at a lunch- 
eon the same day declared that re- 
plies received are not a sufficient 
proof of the readership of direct mail. 

“There is another great factor, the 
suspected but unmeasured reader- 
ship of direct mail, that indicates the 
effectiveness of direct mail as a pure 
advertising medium,” said Mr. Ray- 
mond. 

“The total readership and atten- 
tion direct mail actually receives will 
breed a whole new respect for this 
medium, a far wider, better and 
more professional use of it.” 


> Mr. Raymond referred to the read- 
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Psst! Get An AdverKit! 


Plan colorful campaigns from an idea- 
packed portfolio of over 100 direct mail 
samples. 


Create action-getting, best-of-industry mail- 
ing pieces from a new selection of Jumbo 
Cards, Flash Bulletins, Cartoon Letterheads, 
Eye-Stopper Envelopes, and Gimmick Mail- 
ings. 


All AdverKit items created and pre-printed 
by American Mail Advertising. Your sales 
message easily added using any office du- 
plicator. 


Mail $2.00 for your AdverKit—refundable 
on first order. 


WLM 


INCORPORATED 


610 Newbury Street, Boston 15, Mass 


Tel. COmmonwealth 6-7540 
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SEND YOUR CATALOG 
AND 1°§ CLASS LETTER 


TOGETHER IN 


Wey s 


Nase 
mn Re COMPARTMENT ENVELOPE 


@ Envelope compartment is integral 
construction... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices .. . No obligation! 


ys 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 
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ership survey of direct mail promot- 
ing Ford car service that was con- 
ducted by Elmo Roper, in conjunc- 
tion with J. Walter Thompson and 
R. L. Polk a few years ago. In that 
campaign it was found that reader- 
ship ran as high as 61%—“figures that 
made people sit up and take notice,” 
he said. 

The speaker pointed out that much 
direct mail prepared for its clients 


Chait 
. predetermined prospects 


by his organization goes to business 
and industrial markets and fre- 
quently lists cannot be as ideally 
selective as the Ford owner list was. 

We began to ask ourselves the fol- 
lowing questions, he said: 

e Beyond actual response received, 
how much readership were we get- 
ting of mailings addressed to busi- 
ness executives? 

e Had we really refined the results 
of this medium in which we had been 
specializing so long? 

e Was it right to be content with 
percentage-of-response as an indi- 
cator of readership? 

e Were we not, in fact, selling the 
medium and ourselves short? 

As a result, according to Mr. Ray- 
mond, his organization asked Dr. 
Theodore H. Brown, professor of 
business statistics, Harvard Graduate 
School of Business Administration, 
to make an inquiry into direct mail 
readership in business markets. 

The study—which is continuing— 
covers these two areas: 

e Mailings which are pure adver- 
tising, calling for no response. In 
these cases, the company wanted to 
know how many people are reading 
and to what degree. 

e Lead-producing mailings, designed 
for 3% to 5% response. In these 
cases, inquiry was directed at the 
other 95%—were these mailings do- 
ing a good advertising, selling and 
promotional job over and above the 
direct response received, and if so, 
how good? 


All mailings surveyed were enve- 
lope enclosed, all third class, all 
metered except one with pre-printed 
indicia and one with permit indicia 
imprinted at time of mailing. 

Terminology employed was as fol- 
lows: 

e Readership ... approximately 50% 
of the piece had been read. 

e Proved readership . . . questions 
and answers were such that the re- 
searchers were confident that more 
than 50% had been read and central 
thoughts retained even at the point 
of direct quotation. 

® Unaided recall . . . the addressee 
recalls the mailing and remembers it 
without help or promoting. 

e Aided recall . . . hints or help as 
to what the mailing was about were 
given; a description of the illustra- 
tion on the cover, for example. 

Following are some of the results of 
the study conducted for Dickie-Ray- 
mond by Dr. Brown. 


Example 1. 


A mailing with a printed en- 
closure and reply card to 5,967 coal 
mine executives, a group not par- 
ticularly known for mail responsive- 
ness. The card asked to have an en- 
gineer call, and the purpose of the 
inquiry was to find out how many 


Raymond 
. how much readership? 


of the people who didn’t return the 
card did read the message and re- 
ceived some advertising value from 
the mailing. 

e Result . . . 33% proved reader- 
ship. Of these, 85% read most or all 
of the mailing and 45% routed it or 
brought it home. 


Example 2. 


This was a mailing to 209,890 ex- 
ecutives of companies who are either 
actual or potential international air 
travelers. The mailing was a booklet 
about Pan American World Airways 
designed for women. The transmit- 
tal letter explained why the mailing, 
and a card was enclosed, which 





pulled 6,300 replies or approximately 
3%. Three areas were surveyed. 

e Result... Area A, 39% proved 
readership. Area B, 48% proved 
readership. Area C, 52% proved 
readership. 


Example 3. 

A gimmick mailing for the com- 

pany’s affiliated mailing service. This 
was a three-page letter, an attention- 
getting package of seeds and a return 
post card. Three different surveys 
were made, using different research 
techniques, at periods ranging from 
two weeks to one month after the 
original mailing. 
e Result . . . Survey 1, two weeks 
after mailing, 55° proved reader- 
ship. Survey 2, one month after mail- 
ing, 489 proved readership. Survey 
3, also one month after mailing, 47% 
proved readership. In one of the sur- 
veys, respondents were asked if they 
could identify the name of the com- 
pany which sent a mailing containing 
a package of seeds. Of those asked, 
22% said D-R Mailing Service with- 
out aided recall. 

Other examples shown by Mr. 
Raymond bore out his conviction 
that “direct mail advertising is a far 
more effective medium than most 
people have been ready to believe. 

“Such readership studies,’ Mr. 
Raymond said, “can supply new and 
convincing arguments when those 
in administrative command express 
doubts about the medium and start 
shoving schedules and_ budgets 
around.” 

However, the speaker warned, all 
the studies conducted so far have 
dealt with material that was prop- 
erly and professionally planned. 

“There is altogether too much di- 
rect mail which is poorly prepared 
and which deserves no better fate 
than to reach the wastebasket un- 
read,” he said. 

Mr. Raymond presented three con- 
clusions: 

e The study of direct mail reader- 
ship should be employed, as such 
studies are employed by space peo- 
ple, in comparative examination of 
copy approaches, appeals and tech- 
niques that will bring the greatest 
yield in advertising readership. 

e Besides the 3% to 5% sales-lead 
response, clients can be shown that 
the additional readership they are 
getting is a tremendously valuable 
dividend, capable of interpretation in 
terms of real advertising value. 

e The time is at hand when com- 
panies will allocate increasingly 
large budgets for direct mail, purely 
on the evidence that where selective 
markets are concerned, it achieves 
a higher impact on more people than 
any other medium and at a reason- 
able cost. 44 


Company Offers Stock 


Literature Dispensers 


A series of stock wood, Masonite 
and metal literature dispensers have 
been developed by Sims Displays 
Inc., Chicago. The handy dispensers 
can be used for folders, booklets, 
magazines, etc. 

Designed for both hanging and 
standing, the dispensers permit full 
view of literature. A front panel can 
carry an advertising message in three 
standard colors. 

Stock sizes available are 44x14”, 
414x13g”, 834x134” and 11x”. Spe- 
cial sizes can be made to order. 

Quantity prices range from $1 to 
$1.50 per unit. Additional details are 
available. 


For your copy circle No. 121] on the 
Readers’ Service Card inside back cover. 


High-Speed Mailings 
At a New Low in Cost 


A new high-speed, low-cost auto- 
matic folding machine developed by 
Martin-Yale Inc., Chicago, is de- 
signed for advertisers who send out 
quantity mailings. 

Called the Premier Auto-Fold, it 
is designed to eliminate the costly 
and tedious hand-folding operations 
so often occurring in offices. Little 
larger than a standard typewriter 
and completely portable for use any- 
where in the office, this machine will 
handle stock up to 91x14”. 

It is capable of producing the seven 
basic and most used business folds 
at a rate of more than 7,000 pieces 
per hour and is equally good for 
notices, reports, memos, statements, 
bulletins, bills, advertising material 
or regular correspondence, accord- 
ing to the manufacturer. 

Another advantage of the Auto- 
Fold is the ease which even an un- 
skilled operator can set single, dou- 
ble, standard, accordion, French and 
many other folds into the machine by 
referring to the folding chart per- 
manently inscribed on the side. 

Auto-Fold operates on standard 
110-120 voltage, AC only, and is at- 
tractively finished in silver-grey 
baked hammerloid with satin-chrome 
plated exposed metal parts. Priced at 
$109.95, there is a hand-operated 
model also available at $69.95. 

Complete information on _ both 
models of the machine is available. 


For your copy circle No. 120 on the 
Readers’ Service Card inside back cover. 


FULL COLOR 


PRINTING OF YOUR FOLDERS, 
CATALOG SHEETS, DIRECT 
MAIL PIECES 


NEW 
KOLOR®KROME* 


PROCESS 


2 WEEKS DELIVERY 


200 (8'2x 11) ....$115.00 
500 (82x 11) 149.50 
2000 (8'2 x 11) 235.75 
5000 (82 x 11)............ 362.25 


KOLOR ¢KROME 
SELLS YOUR PRODUCT 


COLOR LABORATORIES 
611 Third Avenue * New York 16, N. Y. 


SHORT RUN COLOR SPECIALISTS 


PHOTOGRAPHIC * LITHOGRAPHIC 
MU 4-5560 


*Trademark 
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IF YOU ARE 

A BUYER OF 
DIRECT MAIL 
ADVERTISING 
AND PRINTING 
WE MAY BE 
THE ANSWER 
TO YOUR 
REQUIREMENTS 


MIMEOGRAPHING 
MULTIGRAPHING 
ADDRESSING 
MAILING 

OFFSET PRINTING 


PUBLIC LETTER 
SERVICE 


57 WEST GRAND 
CHICAGO 10 
DElaware 7-0460 
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THE WECK 


ie 1am}. 14 
POST CARD 

A powerful direct-mail advertising medium. 

@ INVISIBLE PRINTED Message appears 


when card is wetted. When dry it disappears. 
Can be used again and again. 


“Has terrific impact” * 
Send for Samples ond Price List. 


WECK PROCESS CO. 


42 E. 2ist St New York 10 
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351 Chapters 


New Book by 


James D. Woolf 


Advertising Age, The National 
Newspaper of Marketing, is not 
normally in the business of pub- 
lishing books. But this book is a 
“demand performance.” Hun- 
dreds of our readers—both 
agencies and advertisers—have 
been besieging us with requests 
for Jim Woolf's “Salesense” arti- 
cles in book form as a permanent 
reference work. Handsomely- 
printed and lavishly illustrated, 
this new volume is an exceptional 
value at $5.95 including all 
postage and handling charges. 
QUANTITY DISCOUNTS: 5 to 10, 
the price is $5 each; 11 to 25, 
$4.50; over 25, $4 each. Mail 
coupon below. 
EXAMINE SALESENSE 


for 5 Days 
AT OUR RISK 


ADVERTISING AGE, Dept. AR-11 
200 E. Illinois St., Chicago 

I want______copies of SALESENSE IN 
ADVERTISING. If I am not completely 
satisfied with the book (or books) after 
a 5 days’ examination, I can return the 
book(s) and my money will be re- 
funded in full. 

My Name 

ccna 
Address__ 
BR inisnrstmaatitnenincsncacitinbicigydasiean 

©) Iam enclosing my check for $_____ 


© Bill me later [) Bill my firm 


Se ee ee ee EE SE SE SE SS De 
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DMAA Publishes Book 
On Dramatizing Mail 


An anthology of current ways to 
dramatize and personalize direct 
mail letters has been published by 
the Direct Mail Advertising Assn. 
(New York). Harry Latz, Plus Pro- 
motions, prepared the collection as a 
report for the research committee 
of the association. 


“The Dramatization and Person- 
alization of Direct Mail” is a col- 
lection of examples of effective 
methods, many of them new, for at- 
tracting attention and getting good 
readership for direct advertising 
pieces. The book is divided into two 
sections—ways to entertain the 
reader with gadgets, unusual colors, 
drawings and other novelty formats; 
and outlines and illustrations of a 
variety of methods of personalizing 
direct mail. More than 60 examples 
of “gimmicks” are illustrated in the 
two sections. 

Among the clever devices sug- 
gested as dramatizers are: the 
Travelope, an envelope with foreign 
stamps and crossed out addresses 
that looks as though it’s been around 
the world; thumbnail sketches be- 
tweer. the words of the copy; plastic 
gadgets such as a miniature turkey, 
a simulated eye or miniature spec- 
tacles. Some of the personalizing 
methods shown are: lettering with 
brush, pencil and pen; using giant 
typewriters; handwritten letters, and 
giant telegrams. 

The names of suppliers, prices and 
full descriptions of each item are 
presented in the book. 


“The Dramatization and Personal- 
ization of Direct Mail” is available 
at $2.50 to members and $5 to non- 
members of DMAA. The book can 
be obtained from the association, 381 
Fourth Ave., New York 16. 44 


Mosler Produces New 
Record Card Locator 


A new multiple rotary card file 
named the Roto-file has been intro- 
duced by Mosler Safe Co. (New 
York). According to the company, 
the new device enables a clerk to 
find any one of 80,000 or more rec- 
ord cards in a few seconds. The file 
can be used by up to three clerks 
working simultaneously. 

The cards are on electrically ro- 
tating drums, and the drums are op- 
erated by pressing a lever which 
controls the speed and direction of 
the rotation. The new machine is 
available in four different models, 
handling cards ranging in size from 
3x5” to 5x8”. 44 


Mailograph’s Giant Letter 
Makes Lively Mail Piece 


An 11x14” letter for use as an 
attention-getting direct mail piece 
has been introduced by Mailograph 
Co. Inc. (New York). 

The giant letter comes in a giant 
envelope and uses giant type to get 
across its message. According to the 
company, it has out-pulled regular 
letters by as much as three to one 
in some cases. 

Samples of how some companies 
have used the giant letter to drama- 
tize their sales messages, prices and 
other details are available from the 
company. 


For your copy circle No. 122 on the 
Readers’ Service Card inside back cover. 


How To Build Good Will 
With Unexpected Letters 


One way to sharpen up the letters 
you have to write is to make it a 
practice to write letters that aren’t 
expected of you. Maxwell C. Ross, 
director of advertising, Old Ameri- 
can Insurance Co. (Kansas City) 
says, “You can build good will and 
automatically improve your letter- 
writing style by writing the letters 
you don’t have to write.” 

Mr. Ross suggests 18 types of “let- 
ters you don’t have to write.” 

1, Whenever someone is ill. 

2. When a customer or client has 
been promoted or changes jobs. 

3. When there is a death of some- 
one close. 

4. When a daughter or son gets mar- 
ried—or a new baby arrives in the 
family. 

=. When people buy a house. 

6. When a customer has a birthday. 
7. When people move into town. 
8. When people move away from 
town. 

9. When you see a customer’s name 
in the newspaper. 

10. When a customer is elected or 
appointed to some important club or 
civic office. 

11. When a person finishes a term 
of office. 

12. When someone does a favor for 
you. 

13. When you want to renew an old 
acquaintance. 

14. When some product or service 
pleases you. 

15. When a serviceman comes 
home. 

16. When you want to thank people 
for their patronage. 

17. When you want to follow up on 
a customer. 

18. When a customer goes out of 
town on a trip. 44 





Preferred Sources for Services and Supplies 


e Advertisements in this section limited to three inches 


Graphic Arts Service Steel Filling Cabinets 


Complete Offset Preparation, Ad- STORE NEGATIVES AND 
vertising Copy, Finished Art and ARTWORK 


Layout. Catalogs and Brochures a ai 
Specialty. teel Cabinets - Priced Low 


Write for Catalog 
R. L. Huey—Ha 7-1644 


FOSTER MANUFACTURING COMPANY SAV ON FINEST GUARANTEED QUALITY 
608 S. Dearborn Chicago, i. 13th and Cherry Sts. Phila. 7, Pa. 1e2¢3 and 4 COLOR PLATES 
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. for more details circle 199, page 127 we eee 


Stock Art 


Gist ANNIVERSARY YEAR 


Hand-Lettering 


HAND-LETTERING FROM FILM FREE SAMPLE—New Scissors and Paste-Pot 
art service by the originators of creative 
layout devices. Get copy of new monthly 
Clipper—all new in size, format, content, 
ideas—sample, yours to use without cost. 
Sensational introductory offer. No obliga- 
tion—no salesmen. Address: Multi-Ad 
Services, Inc., Box g06G, Peoria, Ilinois. 


WRITE FOR PRICES 


TAFFORD ENGRAVING CO., Inc. 


229 N. PENN. ST. « INDIANAPOUS 


$1 a word—all styles. No minimum, 
no “extras.” Glossy print for repro- 
duction. 24 hour service — delivery 
anywhere in USA. Order from Style 
Book AR free on request. 


RAPID TYPOGRAPHERS, INC. 
305 East 46, New York 17 « MU 8-2445 
. for more details circle 232, page 127 


. for more details circle 246, page 127 


Trophies, Prizes 


. for more details circle 218, page 127 


Reluctant 
Response 


@ GOLF-BOWLING TROPHIES & CUPS 
@ GIFTS-PRIZES @ INCENTIVE AWARDS 
Our 34 years of experience in this field along 
with our personalized service assures you of com- 
plete satisfaction. Write for Free brochure showing 
our complete line. Dept. AR 


"32 W. RANDOLPH ST. 


CHICAGO 1, -ILL. 
‘STATE 2" 2518 . 


. for more details circle 210, page 127 
If your ad schedule seems 


to be sitting down on the job Representatives Wanted 


without showing signs of 
response, it's time you found out about Advertising Require- Representatives wanted in following 


' cities by leading manufacturers of 
ments! : : : 

indoor and outdoor illuminated plas- 
tic signs produced in quantity for 


In 30 months AR has broken all records in business paper 
history with over 340,000 requests for information offered by 
suppliers of advertising services and materials. 


That means an average of 11,333 requests each issue, from 
picked-for-buying-power readers with money to spend for your 
kind of advertising products or services. 


For response that pays off with increased business volume, 
put your sales message before AR’s 21,000 actual buyers of 


advertising services, materials and equipment. Write today 
for details. 


ADVERTISING REQUIREMENTS 


200 E. Illinois St. Chicago 11, Ill. 


national users only. 

Philadelphia, Atlanta. Cleveland, 
Cincinnati, Minneapolis, Denver, Los 
Angeles. San Francisco, Seattle, 
Miami. 


' Leading accounts served at all points. 


Only men with following among na- 
tional users need apply. 


TEL-A-SIGN, INC. 
540 N. Michigan Ave. Chicago, Ill. 


Help Wanted 


YOUNG MAN able to create ideas, do rough 
layouts, write sparkling copy, follow through 
on production, with ability to work hard and 
fast, plus advertising or direct mail experience, 
wanted for permanent job with Catholic inter- 
national organization in Westchester County. 
Salary on par with NYC. Send resume to Box 
16, c/o ADVERTISING REQUIREMENTS, 200 E. 
Illinois St., Chicago 11, Ill. for interview. 
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The “key number” 
corresponds to a number on the Readers’ Service cards on the following 
insert pages. If you desire additional information concerning the products 
or services offered by any AR advertiser. all you need do is to circle the 
number on the Readers’ Service card corresponding to the number shown in 
the index. The same numbers appear at the bottom of the advertisements. 


preceding the name of each advertiser listed below 


Readers’ 
Service 
Number 


Advertiser 


Page 


166 Acme Gravure Services Inc. 

165 Ad Print Company . 

222 Advertising Trades Institute, ‘lec.. 

154 Allen-Morrison Sign Co. Inc. 

151 American Decalcomania Co. 

152 American Mail Advertising, Inc. 

155 American Photocopy Equipment Company 
153 American Type Founders 

167 American Writing Paper Co. 

268 Appleton Coated Paper Company, The 
178 Baker & Associates, L. Wm. 

156 Bartz, F. H. 

157 Bauer Alphabets, “Ine. 

— Belford Co., Inc. 

158 Bienfang Paper Co. 

159 Black Box Collotype Studios, Inc. 
160 Bourges Color Corp... 

161 Brown & Bro., Arthur 

— Brownville Paper Co. 

162 Buffalo Photo Company 

163 Bullard, Inc., Howard O. 

— Bundscho, Inc., J. M. 

164 Burrelle’s Press Clipping Bureau 
168 Cantine Company, The Martin 
169 Capex Company, Inc., The... 
170 Chicago Cardboard Company 
— Collins, Miller & Hutchings, Inc... 
173 Continental Lithographers, Inc........ 
171 Craftint Manufacturing Co., The 
172 Crocker Co., Inc., H. S. 

— Curtis Paper Company.. 

174 Delta Brush Mfg. Corp.. 

175 Dot Engravers, Inc... oe 
186 Du-Plex Onvelope Corporation. 

176 Durable Rubber Products Co. 
179 Eastern Corporation —...... 
— Eastman Kodak Company....... 
180 Elbe File & Binder Co., Inc.__.. 
181 Engel, Inc., J. A. 

183 Filmotype Corp. 

182 Foster Manufacturing Co. ; 
185 Gair Company, Inc., Robert... 
187 General Outdoor Advertising Co. 
184 Gestetner Duplicator Corp. 

188 Goodkin Co., M. P. 

189 Goodren Products Corp... 

190 Grace Sign & Mfg. Co. 

191 Graphic Arts Corporation of Ohio 
192 Graphic Calculator Co. 

193 Graphic a 

195 Haberule Co., 

194 Haft & Sons, So 

— Hammermill Paper Company. 
196 Hansen Mfg. Co., Inc... 

198 Harwald Company, The 

197 Hastings & Co., Inc.__.. 

— Hollywood Banners __... 

199 Huey, R. L. 

200 International Color Geuvene. on. 
205 Kaiser Aluminum & Chemical Corp. 
203 Kaufmann Mat & Stereotype Co., The__. 


202 Ketterlinus Lithographic Manufacturing Co. 


204 Kleen-Stik Products, Inc... . 
201 Klingspor.Stempel.Haas. Sisidianden, 
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101/Circle on Readers’ Service Card 
Versa-Lite Exhibit 

. » » pamphlet explains Ivel’s new exhibit 
case for colorful exhibit of products at low- 
cost to the advertiser. Case is extendable 
in length, with room for product, plus liter- 
ature and samples, according to the com- 
pany. (Page 97) 


102/Circle on Readers’ Service Card 
Camera Lucikon Model B 

. - » brochure on new mechanical unit for 
the preparation of creative material to be 
used for offset and letterpress printing is of- 
fered by Goodkin Company. (Page 82) 


103/Circle on Readers’ Service Card 
Mobikit 

. . . details on versatile kit for making 
point of purchase mobiles in 3-D are offered 
by MobiProducts. Set contains precision- 
made spring steel wires with sliding hooks 
for easy balance. (Page 84) 


104/Circle on Readers’ Service Card 

Mambo Colors 

. . « details of Wolf Detroit Envelope Co.'s 

new series of brilliant “impulse” colors for 

letterheads and envelopes. Mambo colors 

are primarily designed for direct mail use. 
(Page 56) 


105/Circle on Readers’ Service Card 
Toppers Complete Package Plan 

. attractive kit of pictures, price lists, 
diagrams, concerning Bridge Tables and 
Novelties Inc.'s advertising messages for 
tops of bridge tables, coffee tables, and tilt- 
top tables. After serving as advertising 
medium, tables can be used in home or 
store. (Page 60) 


106/Circle on Readers’ Service Card 
Color-Brite Calendars 

. samples and details of color-brite cal- 
endars printed in four colors on Kromecote 
stock. Calendars look and feel like actual 
photographs and are washable, the com- 
pany says. (Page 60) 
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107/Circle on Readers’ Service Card 
Colorful Matchbooks 

. . . full-color photographs featured on 
matchbooks are offered by Marks & Fuller 
Inc. Views of plants, offices or product can 
be produced in natural-color on outside of 
matchbook. (Page 64) 


108/Circle on Readers’ Service Card 

Slogachiefs 

. . . information concerning new “Sloga- 

chief” handkerchief designed to fit in the 

breast pocket of a man’s suit and carry 

advertising message, name or slogan. 
(Page 64) 


109/Circle on Readers’ Service Card 
Typography by Mail 

. . » details about new kit prepared for ad- 
vertisers, agencies and other type users 
who want fast, personal service. Kit con- 
tains typographic instruction sheets, regu- 
lar and air-mail postage-paid labels ad- 


110/Circle on Reader's Service Card 

IBM & Varitype booklet 

. . . details of plastic-bound booklet show- 
ing 12 Varitype faces and 4 IBM faces and 
metal typefaces for headings are available 
from Rayner Lithographing Co. (Page 74) 


111/Circle on Readers’ Service Card 
Lettering-Styles Index 

. information on Filmotype Corp. Letter- 
ing-Styles Index to aid customers in easier 
selection of lettering styles. Index classifies 
the alphabets in logical divisions with re- 
gard to weight and condensity. Contains 
over 275 styles of modern, popular styles. 

(Page 76 


112/Circle on Readers’ Service Card 
Vue-Thru Labels 

. samples and details of new “Vue- 
Thru” labels by Allen Hollander Co. Labels 
are available in continuous rolls for auto 
matic dispensers and can be cut to size. 
Message appears to be imprinted on the 








dressed to nearest Monson plant. (Page 74) product. (Page 94) 
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113/Circle on Readers’ Service Card 

Pamphlet on Cellophane 

. . . American Viscose Corp. offers pam- 

phiet on cellophane characteristics and 

uses. Also described are three new film 

types recently added to the Avisco line. 
(Page 94) 


114/Circle on Readers’ Service Card 
Timed Selling Action 

... pamphlet describing Roto-Ad clock 
which presents an advertising message in 
moving action. Designed for point-of-pur- 
chase promotion, the clocks have plastic 
faces that may be molded to the users indi- 
vidual needs. (Page 89) 


115/Circle on Readers’ Service Card 
Vacuum-Formed Plastics 

. . » brochure illustrating unusual display 
opportunities through use of 3-D vacuum- 
formed plastics is available from Majestic 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Il. 





Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, Ill. 


Pave 
SOTO: 


Creations Inc. Mlustrations include wide 
variety of design, engineering fabrication. 
and printing and die cutting done by 
Majestic. (Page 89) 


116/Circle on Readers’ Service Card 
Back-to-School displays 

. « » catalog describing school and fall pro- 
motional displays is available from William 
Pollack Poster Print Inc. Four-color posters 
with back-to-school ideas are incorporated 
in the Catalog B-4. (Page 89) 


117/Circle on Readers’ Service Card 
Thermographed Announcement Cards 
... details on 48-hour service business 
cards, announcement cards and engraved 
letterheads are available from R. O. H. Hill, 
Inc. Cards come in four designs and four 
type styles of two different sizes—Baronial 
and Gladstone. (Page 119) 





118/Circle on Readers’ Service Card 
Higlo Inks 

. . . details of new Higlo inks by J. M. 
Huber Corp. Inks are designed to make 
possible higher-quality printing on premium 
stocks and solid and corrugated containers, 
and to decrease production problems aris- 
ing from multi-colored printing. (Page 120) 


119/Circle on Readers’ Service Card 
Need Ledger Stock? 

. . - Index Sales Corp offers details on new 
type of reinforcement reported to be 50% 
stronger than cloth binding for the edges 
of loose-leaf indexes, catalogs, sales man- 
uals, etc. (Page 120) 


120/Circle on Readers’ Service Card 
High-Speed Mailings 

. .. information concerning new high-speed 
automatic folding machine is available 
from Martin-Yale Inc. Premier Auto-Fold is 
designed to eliminate tedious hand-folding 
operations. It produces the seven basic and 
most-used business folds at a rate of 7,000 
pieces per hour. (Page 123) 


121/Circle on Readers’ Service Card 

Literature Dispensers 

. .. details on handy dispensers to be 

used for folders, booklets, magazines, etc., 

are available from Sims Displays Inc. Units 

are made of wood, Masonite and metal. 
(Page 123) 


122/Circle on Readers’ Service Card 
Giant Letter 

. samples and details of Mailograph’s 
giant letter for use as an attention-getting 
direct mail piece. Description of how some 
companies have used the letter for effec- 
tive use are described in brochure. 
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Holiday Sign Kit 
7 et Ye Sa et Ds 
Dep Company = ™ —Prod i ae Te is 
Stitt Address__ 


City & Zone samples of Santa Claus and other holiday 


posters is offered by Continental Lithogra- 
phers Inc. Details on price of posters, car 
| cards, displays, are available. (Page 113) 
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... for full-color short run printing 


(screenless photo-gelatin) 


Sta-Nu 
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Cincinnati Des Moines Detroit 
Plaza 1-4218 3-122] Woodward 5-7030 


Send for 
FREE portfolio 
of Samples. 





Inglewood, Calif. Kalamazoo 
Orchard 1-1642 5-6165 
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chooses 
BLACK BOX COLLOTYPE 


to give their display material a 
brilliant New Look . . . and for less! 


Sta-Nu franchised dry cleaners all across 
the country are enthusiastic over these 
beautiful, full-color posters that sell 
quality wherever they are displayed 
With only 4,000 poster sets needed — 
each poster 21” x 28”—naturally the 
choice was Black Box collotype. 
Collotype can offer you in continuous 
tone, full-color printing in large size— 
without any screen dot whatever. Our 
fine photo studio facilities are available 
Also available are facilities for packing 
for drop shipments . . . a complete 
service! Call or write today. 


“Duotone or Black 
or white, also. 


Telephone: AVenue 3-0262 


BLACK BOX COLLOTYPE STUDIOS, INC. 


sy  Photo-Gelatin Printers 3% 


Our New Address: 4840 W. Belmont Ave., Chicago 41, Ill. 


Minneapolis St. Louis 
Rockwell 9-7789 Olive 2-0202 


for more details circle 159, page 127 












SPOTLIGHT 


ON SUPERIG 


18th Century vase in classic black and white jasper 
—— Courtesy, Josiah Wedgwood & Sons, Inc. 
.Y 
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Ask your printer or paper Dea UT a7 you the Rising group 
of papers ...a superior sheet for everything from a wedding 
announcement to a stock certificate. Qualities up to 100% Rag. 






RISING PAPER COMPANY...IN THE BERKSHIRES, HOUSATONIC, MASS. 


for more details circle 238, page 127 





